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Pepsi-Cola Drops 
‘Bounce’ for Diet 
Theme; Budget Up 


Cuicaco, Jan. 28—Pepsi-Cola 
Co. has discarded “more bounce to 
the ounce” in favor of a modern 
diet theme for its 1953 advertis- 
ing. 

Stirling Wheeler, advertising 
manager, describes the change as 
a step in “tune with the times.” 
He discussed the company’s plans 


|: 


Pepsi-Cola, 
the modern, the LIGHT 
refreshment. refreshes 
without filling 
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at a meeting here of some 500 
members of the Pepsi-Cola Bot- 
tlers’ Assn. 

The budget has been increased 
and the entire program expanded. 
Copy will stress that Pepsi-Cola 
is “reduced in calories” and that 
it is “the modern, the light re- 
freshment, refreshes without fill- 
ing.” 

(Continued on Page 52) 


Detergent Sales 
Kept Gaining on 
Soaps Last Year 


Took 44% of Market; 
Stomberg Reports 4% 
Advertising Increase 


New York, Jan. 28—Sales of 
non-liquid soaps continued to de- 
cline last year while synthetic 
sales kept rising. Sales of both 
soap and synthetics were up to 
3,355,852,000 pounds in 1952. That 
was up 85,000,000 from 1951. 

These figures were reported at 
the 26th annual meeting of the 
Assn. of American Soap and Glyc- 
erine Producers this week by G. 
A, Wrisley, association president 
and v.p. of Allen B. Wrisley Co., 
Chicago. 


gs Mr. Wrisley had a few cheering 
words for the soap _ producers. 
There seems to be leveling-off 
ahead between soaps and synthe- 
tics. As he put it, “It might be 
said that synthetic detergents as 
a percentage of the total market 
are increasing at a decreasing rate, 
which might indicate a period of 
relative stability between soaps 
and synthetic detergents in a few 
more years.” 

As for 1952, however, sales of 
detergents in the non-liquid mar- 
ket spurted from 37% to 44%. 
Sales of non-liquid soaps dropped 
|nearly 200,000,000 pounds from 
1951, to a total of 1,825,595,000 
pounds. 
| A good many more pertinent 


(Continued on Page 4) 


CBS Starts ‘Checkerboard’ Time Plan 
for Its 7-7:45 P.M. Network Period 


New York, Jan. 30—CBS Radio 
has come up with a plan for get- 
ting the 7 to 7:45 p.m., EST, strip 
off its hands. The network calls it 
Checkerboard. 

Until the turn of the year, this 
was a very lucrative 45 minutes, 
Monday through Friday. Procter & 
Gamble Co. bought the first half- 
hour for “Beulah” and the “Jack 
Smith-Dinah Shore Show.” This 
was followed by Campbell Soup’s 
“Club 15.” 

When the sponsors bowed out, 
CBS kept “Beulah,” with re-plays 
of the situation-comedy featuring 
the late Hattie McDaniel. “Junior 
Miss” and a new Jo Stafford pack- 
age were added to fill out the rest 
of the time. 


a This revamped lineup is now 
offered to advertisers on a plan set 
up to give the advertisers “multi- 
night frequency at strategically 
staggered time periods for maxi- 
mum sponsor program identifica- 
tion” as Dudley Faust, eastern 
sales manager, describes it. 

Three different three-a-week 


and three different two-a-week | 
participation schedules are avail-| 


able. For example, one advertiser 
can buy “Beulah” on Mondays, 
“Junior Miss” on Wednesdays and 
Miss Stafford’s program on Fri- 
days. Or, if he prefers, “Beulah” 


on Fridays, “Junior Miss” on Mon- 
days and Miss Stafford on Wed- 
nesdays. He gets full sponsor cred- 
it for the program on the day he 
carries it—a point which is em- 
phasized by Mr. Faust as a major 
advantage over NBC’s Tandem 
and other participating sponsor- 
ship plans. 


= Two advertisers may pair for 
the three-a-week schedule if they 
wish, taking turns on the checker- 
board. 

The price for three shows week- 


not count discounts, of course. On 
the basis of past records, CBS fig- 


will deliver listeners at $1.27 per 
thousand and a two-a-week pack- 
age at $1.30. This compares with 
the $1.40 a thousand delivery of 50 
daytime radio strips. 


advertisers CBS said the staggered 
time periods will give a sponsor 
21% more unduplicated listeners 


same time period. For staggered 
two times a week the bonus in un- 
duplicated listeners is 14%. These 
figures are based on Nielsen fig- 
ures for unduplicated homes and 
American Research Bureau data 
on listeners per set. 


ly is $20,900—ttime and talent; for 
two, $14,300 complete. This does | 
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fieiansinerion NAEA Plans All-Out 
Assault on Retailers 


Cleveland's WNBK 
Sells Time on New 
Basis to I. J. Fox 


CLEVELAND, Jan. 30—Station 


| 


_ |WNBK has sold TV time to I. J. 


FERTA PROKUTTS no 
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IDENTIFICATION—This ad in the Jan. 31 
Business Week is the first of 13 for East- 
man Chemical Products, new marketing 
organization for the Tennessee and Texas 
Eastman divisions of Eastman Kodak Co. 
Kenyon & Eckhardt is the agency. 


5 ABC Stations 
Get Single Rate 
for Day, Night 


New York, Jan. 30—The move- 
ment toward a single rate for day 
and night radio took a big step 


forward this week as American | 


Broadcasting Co.’s five owned- 
and-operated stations came into 
the fold. 

The new rate for local and na- 
tional spot advertisers becomes ef- 
fective Feb. 1 on three of the sta- 
tions—WJZ, New York; WENR, 
Chicago, and WXYZ, Detroit. 
KECA, Los Angeles, and KGO, 
San Francisco, will make similar 
changes in the near future. 

Ted Oberfelder, ABC v.p., said 
the revisions—which bring the 


nighttime cost down to the day-'| 


time level—are designed to make 
evening radio a better buy for 
sponsors. 


= “Nighttime  sets-in-use have 
been leveling off until they are 


(Continued on Page 8) 


= |Fox of Cleveland on a unique 


basis—something like a 13-week 
|contract spread out over a full 
| year. 

This is a test for the furrier, it’s 
the first time a big retail store in 
Cleveland has used much televi- 
sion, and the executives of this Na- 
tional Broadcasting Co. station 
think this may be the shape of 
things to come. 

Hamilton Shea, general mana- 
ger, and Charles Philips, sales di- 
rector of WNBK, dreamed up the 
sale approach. Here’s how it 
works: 

Fox has signed up for 66 quar- 
ter-hours of “Living Fashion,” a 
five-times-weekly show. It is a 
half-hour fashion-grooming show 
starring Maggi Byrne, seen at 12- 
12:30 p.m. 


s Fox gets its 66 quarter-hours 
when it wants them. It will sched- 
ule them to fit peak selling periods. 
Some will be used in February 
;and March to promote spring mer- 
chandise. In April and May fur 
storage will be promoted. The show 
will be used in June and July. The 
furrier will use the rest of its quar- 
ter-hours from August on. 

Under the new WNBK selling 
plan, other advertisers with non- 
conflicting products can buy parti- 
cipations in “Living Fashion.” Sta- 
tion spokesmen believe this flexi- 
ble plan should give WNBK a lead 
‘in approaching other retailers. 
_(The station is the only northern 
Ohio TV station airing from 7 a.m. 
‘to 1 p.m. daily.) With Fox signing 
as it has, WNBK—and potential 
sponsors—have a guaranty that 
'the fashion show wiil be on the 
air all year. 

WNBK’s executives say this plan 
for the first time furnishes local 

(Continued on Page 53) 


| 


ures a three-a-week combination | 


As a part of the sales pitch to| 


than a three-a-week buy on the. 


Last Minute News Flashes 
Judge Upholds Fraud Order Against Trulove 


New York, Jan. 30—Jerome Finston, owner of Trulove Co., has lost 
the first round in his battle against a postal fraud order prohibiting 
the sale of Trulove perfumes through the mails (AA, Jan. 26). Judge 


John W. Clancy has denied a preliminary injunction request which | 


would prevent the local postmaster from carrying out the fraud order. 
Mr. Finston now plans to apply for a permanent injunction. Ruling on 
this is expected within two to three weeks. 


Monarch Wine Sponsors TV Show in Six Cities 


New York, Jan. 30—lIn its first widespread use of TV programs, 
Monarch Wine Co. will sponsor the new George Raft film thriller, “I’m 
the Law,” in New York, Washington, Detroit, Los Angeles, Philadel- 
phia and Pittsburgh, starting in mid-February. Other cities may be 
added later. Spot radio advertising for Manischewitz will continue to 
be heavy. Donahue & Coe handles this account. 


80-Market Spot Campaign 


Set for Glamorene 


Miami Beacu, Jan. 30—Jerclaydon Inc. will launch a major spot 
radio campaign for Glamorene. its rug cleaner, March 9, using one- 
minute announcements and participations on women’s programs in 
about 80 markets. Magazines also are expected to be used. Ruthrauff & 


Ryan is the agency. 


(Additional News Flashes on Page 53) 


Ad Managers Charge 
_ Seduction by Radio, 
| TV and Magazines 


CHICAGO, Jan. 29—Newspapers 

are out to build a bonfire under 
‘national advertisers. 
This week’s annual meeting of 
_the Newspaper Advertising Execu- 
tives Assn. brought forth plans to 
get national advertising space via 
the retailers. 

Some 600 newspaper advertising 
men met here at the Edgewater 
Beach Hotel and agreed that the 


For other news of the NAEA 
meeting see Pages 2, 3, 6 and 42. 


way to win the battle of the media 
is to make the retailer demand 
newspaper linage support from 
manufacturers. 

Pressure also will be applied on 
other end-links in the distribution 
channel—on the wholesaler and 
district sales manager. The “all 
business is local” theme will be 
pushed with a vengeance. 


® To help in the fight are: 

A whopping $1,350,000 budget 
for the Bureau of Advertising, 
American Newspaper Publishers 
Assn., which now has—for the first 
time—more than 1,000 members. 

Two new high-powered sales 
films designed to resell the entire 
automotive industry on the superi- 
ority of newspapers over any other 
medium. 

A grim determination that 
“something has to be done’”’ in the 
face of continued narrow profit 
margins and continued losses to 
other media. 

Herbert G. Wyman, outgoing 
NAEA president, put the issues 


(Continued on Page 54) 


Kraft Promotion 
to Link Nylons 
with Margarine 


CHICAGO, Jan. 29—Nylon hosiery 
and margarine might seem an odd 
| combination but not to Kraft Foods 
Co. 

Starting in February, women 
will be able to get temptation and 
glamour shades of Powers Model 
Nylon hosiery with Kraft’s new 
Parkay margarine. All a woman 
will need is 75¢ and the yellow 
end flap from a Parkay package. 
| A page, four-color ad in the 

Feb. 15 issue of The American 
Weekly will make the first an- 
nouncement of the offer. This will 
be followed by identical, full-col- 
or ads in March issues of Better 
Living, Everywoman’s, Family Cir- 
cle and Woman’s Day. 

Other announcements of the of- 
fer will be made during an eight- 
week period over the NBC net- 
work program, “The Great Gilder- 
sleeve,” and, starting Feb. 25, on 
the “Kraft Television Theater.” 
Needham, Louis & Brorby, Chi- 
cago, is the agency. 
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Adman Suggests 
New Phrase for 
Free Enterprise 


Cuicaco, Jan. 27—Carlyle Em- 
ery, v.p. of Ruthrauff & Ryan, 
Chicago, has opened a nationwide 
crusade for a campaign to sell the 
American people on the [ree en- 
terprise system. 

Only he doesn’t want the pro- 


NAEA Meeting 


posed campaign to mention the 
words, “free enterprise system.” 

In a special appeal made yester- 
day before the annual meeting of 
the Newspaper Advertising Ex- 
ecutives Assn., Mr. Emery ex- 
plained these words have to be 
changed into language people un- 
derstand. 

Mr. Emery suggests the phrase, 
“A Free Man’s Way of Life,” as a 
substitution. 


s The adman, who in World War 
II told business men throughout 
the U. S. and 
Canada about the 
techniques of 
wartime adver- 
tising, believes 
“that advertis- 
ing’s first re- +. 
sponsibility today >i 
is to sell our 155,- ‘7 
000000 men, § =" | 
women and chil- a i 
dren there is 
nothing better 
than a ‘Free 
Man’s Way of Life’.” 

Mr. Emery stressed the impor- 
tance of using the right words. He 
reported that 100 people were 
stopped recently on Michigan Av- 
enue in Chicago and asked, “What 
is meant by the competitive free 
enterprise system?” 

“Forty per cent refused to even 


(Continued on Page 50) 


Dailies’ General, 
Auto Linage Down 
4.8%, 2.3% in ‘52 


New York, Jan. 28—General 
and automotive advertising cate- 
gories in newspapers in 52 cities 
were down 4.8% and 2.3%, re- 


Carlyle Emery 


spectively, last year, according to. 


Media Records. 
However, total advertising lin- 


age moved up 1.1%, going from) 


2,478,463,039 lines in 1951 to 2,- 
505,393,224 lines last year. 
General advertising linage skid- 
ded 17,529,122 lines, dropping from 
366,660,584 lines to 349,:31,462. 


Automotive fell from 109,996,228 | 


lines in 1951 to 107,424,208 last 
year. Total display was off 0.5%, 
down from 1,896,449,323 to 1,887,- 
881,239. 


# Gains were registered in retail, 


financial, and classified categories. | 
Retail was up 0.7% (from 1,389,- 


629,004 to 1,399,041,368). Finan- 
cial jumped 7% (up to 32,284,201 
from 30,163,507). Classified gained 
6.1% (moving from 582,013,716 to 
617,511,985). 

For the month of December, to- 
tal advertising gained 2.7%, jump- 
ing from 214,040,829 lines in 1951 
to 219,798,035 in 1952. While gen- 
eral advertising was off 2.1% for 
that month compared to December, 
1951, automotive zoomed 34.9% 
—from 6,558,663 to 8,846,780 lines. 


To Make Package Machinery 

Colt’s Mfg. Co., Hartford, Conn., 
firearms manufacturer for a cen- 
tury, has entered the package 
machinery field by obtaining man- 
ufacturing, sales and patent rights 
to the Rite-Size box machine, used 
in the process of corrugation. 


Sen. Carlson Asks 
Major Investigation 
of P.O. Department 


WaAsHINGTON, Jan. 28—The Sen- 
ate post office committee has been 
asked to head off an impending 
35% increase in parcel post rates 
and to conduct an extensive in-| 
vestigation of the Post Office De-| 
partment’s operating and rate-. 
making procedures. 

The move to hold the line on) 
parcel post rates was initiated by | 
Sen. Frank Carlson (R., Kan.),| 
chairman of the post office group, | 
who has introduced legislation | 
which deprives the Interstate 
Commerce Commission of author- 
ity to fix parcel post rates. 

In introducing the bill, Sen. | 
Carlson says he feels it is unfair | 
to have parcel post rates adjusted 
by the ICC and other postal rates 
controlled exclusively by Congress. 


# Meanwhile, Sen. Carlson and 
Sen. Olin Johnson (D., S C.), 
ranking minority member of the 
postal group, are joining in spon- 
soring a resolution (S. Res. 49) 
calling for a careful analysis of 
postal rate-making procedures and 
costs. 

The resolution provides $100,- 
000 for the employment of ex- 
perts and provides for an advisory 
council, which would incluace mail 
users and others who could help in 
pointing up the improvements 
which can be made in post office 
operations. 

In the rate field, the investiga- 


Advertising Age, February 2, 


cago are (from left, seated) John Brennig, 
Miller, General Outdoor Advertising Co., 


CHICAGO ART DIRECTORS—This year’s officers for the Art Directors Club of Chi- 


Foote, Cone & Belding, Ist v.p.; William 
reelected president, and Burton Cherry, 


Cuneo Press Inc., 2nd v.p. Standing cre Richard Brown, Robertson & Buckley, sec- 
retary, and John Amon, Needham, Lovis & Brorby, treasurer. 


WASHINGTON, Jan. 28—The pres- 
ident of Young & Rubicam end the 
publisher of Fortune are n:embers 
of a seven-man committee named 
by President Dwight D. Eisenhow- 
er today to survey the govern- 
ment’s international information 
programs. 

The committee is under the 
chairmanship of William H. Jack- 
son, a partner in the New York 


tion would attempt to measure 
“the reasonable cost of nandling 


case required, the degree of pre- 
ferment, priority in handling, and 
economic value of the service 
rendered, and the public inter- 
est served thereby.” 


® The investigation would con- 
sider the value of services which 
the Post Office renders for other 
agencies of the government. 

A similar investigation was pro- 
posed by Sen. Carlson during the 
82nd Congress, and a joint House- 
Senate Committee was authorized 
to spend $100,000 for rate studies. 


House and Senate groups, how- 
ever, the committee was slow in 
organizing. Finally, the investiga- 
tion collapsed for lack of support 
‘from the Senate appropriations 
committee. 

As the exclusive responsibility 
of the Senate committee, the pro- 
posed investigation would avoid 
some of the differences which de- 
layed and narrowed the scope of 
the joint committee. 


the several classes of mail matter mon of Y&R and C. D. Jackson 
and special services,” with “due|of Fortune, it 
allowance in each case tor the| Army Secretary Gordon Gray, now 


Because of friction between the) 


investment firm of J. H. Whitney 
'& Co. In addition to Sigurd Lar- 


includes former 


president of Piedmont Publishing 
Co., Winston-Salem, N. C.; Bark- 
lie McKee Henry, New York bank- 
er and industrialist; John C. 
Hughes, president of McCampbell 
& Co., New York representative 
of New England and southern tex- 
tile mills, and Robert Cutler, ad- 
ministrative assistant to the Pres- 
ident. 


'@ Abbott Washburr, who has been 
/executive vice-chairman of Cru- 
sade for Freedom, and director of 
| public relations of the National 
Committee for a Free Europe Inc., 
is serving as executive secretary 
of the committee. 

In announcing the appointment 
of the group, the President said, 
“It has long been my conviction 
that a unified dynamic effort in 
this field is essential to the secur- 
ity of the United States.” 

Appointment of the committee 
was one of the items on the agenda 
at the first meeting of the Eisen- 
hower cabinet last Friday. All ex- 


More Advertising and 


Keep Our Economy Going in ‘53: Lasser 


Cuicaco, Jan. 28—More adver-! 


tising and research will keep our 
economy going in 1953 and be- 
yond. That’s what J. K. Lasser, 
well-known tax consultant, told 
the midwest conference of Asso- 
ciated Business Publications to- 
day. 

| Mr. Lasser was unable to at- 
| tend to deliver his speech. Edgar 
|Kobak, president of Advertising 
Research Foundation, read Mr. 
Lasser’s talk from a prepared text. 
| The hub of our economy, he 
said, is intelligently directed ex- 
pansion of sales and research and 
better production methods. 

“Most business men understand, 
too, that advertising and research 
/are the essential lubricants in this 
| system,” he continued. “They keep 

the flow of products and services. 
They are really the catalyst—it 
helps set the whole process of pro- 
duction and distribution into be- 
ing.” 


| Mr. 


Lasser pooh-poohed the 


Research Will 


dire predictions of the economists 
and business men about the fate 
of business in 1953. 

“We need badly to stick a nee- 
dle into these foggy people, if we 
mean to keep their own businesses 
out of the dog house,” he said. 


® He said that taxes are not like- 
ly to be lowered during the next 
year under the new administra- 
tion, and that those who speak of 
“restudying” advertising budgets, 
research plans and even plant ex- 
pansions are speaking nonsense. 

Our economy is based on re- 
search and promotion, he said, 
and not, as some claim, on defense 
spending. 

To prove that our economy’s 
present well-being and future 
well-being depend on these fac- 
tors, he cited figures to show that | 
many of the products which have 
brought in millions of dollars of, 
profit to companies in the past) 


(Continued on Page 50) 


Eisenhower Names Larmon and Jackson 
to Group Studying Information Program 


ecutive departments and agencies 
were instructed to cooperate with 
the study. 


= The group was set up on an in- 
ter-agency basis. Mr. Jackson was 
named as the representative of the 
State Department, on the recom- 
mendation of Secretary of State 
John Foster Dulles. Mr. Larmon 
was proposed by Mutual Security 
Administrator Harold Stassen. 

The committee was given until 
June 30 to complete its work. 

One of its major problems will 
be to sift through charges that the 
multiplicity of government agen- 
cies operating in the information 
and propaganda and information 
field abroad is wasteful and harm- 
ful. 

In addition to the State Depart- 
ment’s overseas information pro- 
gram, major information programs 
are conducted by the Department 
of Defense and the Mutual Se- 
curity Agency. 

State Department’s information 
program, largest of the overseas 
units, is costing about $88,000,000 
this year, and $114,000,000 is asked 
for the coming year. 


Autoyre Plans ‘53 Push 


Autoyre Co., Oakville, Conn., 
manufacturer of utility accessories 
for bathroom, kitchen and closet, 
has announced the largest adver- 
tising schedule in its history. Full 
and double pages will appear in 
trade journals plus American 
Home, Better Homes & Gardens, 
Good Housekeeping, House Beau- 
tiful, Life, McCall’s, Successful 
Farming and Woman’s Home 
Companion. Available also will be 
counter cards, ad mats, displays 
and printed folders. The products 
will include five new items—gar- 
ment hook, soap dish with drain 
slots, clip-on towel bar, twin tow- 
el bar and toothbrush holder, and 
will include the return of three 
former  products—twin corner 
— bar, Add-A-Rack and towel 
shelf. 


Specialties Meeting Set 

The Advertising Specialty In- 
stitute will hold its 1953 conven- 
tion at the LaSalle Hotel, Chicago, 
Aug. 29-Sept. 3. The _ institute’s 
1953 “Advertising Specialty Regis- 
ter’ has just been published. Its 
616 pages 1#&t names only of man- 
ufacturers selling to advertising 
specialty jobbers. The institute has 
offices at 6053 Pine St., Philadel- 
phia. 


Issues Coin Machine Guide 
Coin Machine Review, 1115 

Venice Blvd., Los Angeles 15, has 

published the “1953 Directory and 


| Source Book” of the coin machine 


industry. Facts and figures on the 
industry’s recent growth as well as 
on various other aspects of the in- 
dustry are given. Copies are avail- 
able from the publisher at $1. 


1953 


Advertising Must Be 
True and Believable, 
Epsteen Tells AAW 


FRESNO, CAL., Jan. 27—Organ- 
ized advertising must make cer- 
tain that advertising in every me- 
dium is truthful, believable and 
acceptable to everybody, accord- 
ing to Elliott M. Epsteen, honorary 
general counsel of the Advertising 
Assn. of the West. 

“Surveys have shown that 30% 
or more of today’s advertising is 
not believed and accepted by the 
public,” Mr. Epsteen told the 
AAW’s annual mid-winter con- 
ference here last Saturday. 

“What kind of business would 
it be if a merchant failed to use 
one-fourth or more of the space 
he pays rent on?” the speaker 
said. “Yet business is doing that 
with its advertising dollars.” 

He cautioned his listeners on 
the dangers of misleading adver- 
tising—the so-called “list-price 
fraud,” the extravagant claims of 
certain unscrupulous furniture, 
TV and used car dealers, “fine 
print details” and other unethical 
practices. 


s Mr. Epsteen congratulated the 
better business bureaus on their 
fight against fraud on the retail 
level. Policing of classified col- 
umns by the newspapers is ano- 
ther step in winning the battle for 
truth in advertising, he declared. 

The use of superlatives by mov- 
ie advertisers was also rapped by 
the speaker. He declared that such 
advertising had done a great dis- 
service to the whole field and 
urged that the profession strive to 
place itself on the same plane of 
dignity as other professions. 

Advertising Recognition Week, 
originated in 1951 by the AAW, 
can do much to correct the wrong 
impressions about advertising held 
by so many members of the gen- 
eral public, he said. 


s The association conference 
heard a presentation of plans for 
this year’s Advertising Recogni- 
tion Week (Feb. 15-21) by How- 
ard Willoughby, general manager 
of Sunset Magazine and senior v.p. 
of the AAW. 


Mr. Willoughby, who heads the 
Advertising Recognition Week 
committee, explained the special 
kits that are being distributed to 
member clubs throughout the 11 
western states and Hawaii. 

The Advertising Federation of 
America, the U. S. Chamber of 
Commerce and the U. S. Depart- 
ment of Commerce are sponsoring 
“Advertising Week” in other sec- 
tions of the country. 

Included in the kits (also to be 
used by the AFA) are advertising 
mats, news releases, radio scripts, 
TV films, and magazine and trade 
paper layouts. 

Painted bulletins stressing the 
theme “Advertising Benefits You— 
Advertising Benefits Everyone,” 
have been erected throughout the 
West. Some 5,000 car cards will 
be displayed during February in 
the West, and several thousand 
will be posted by eastern transit 
advertising firms. 


Wildroot Co. Named Agent 


Mentholatum Co., Buffalo, has 
appointed Wildroot Co., Buffalo, 
to act as sales agent for Mentho- 
latum products throughout the 
U. S. There is no official connec- 
tion between the two companies. 
Wildroot has acted as agent on a 
test basi§ in the southwestern area 
since 1949, other areas having 
been added from time to time. 


Columbia Boosts McWilliams 


Harry K. McWilliams, exploita- 
tion manager of Columbia Pictures 
for the last eight years, has been 
promoted to director of advertis- 
ing and public relations for Screen 
Gems, New York, Columbia’s TV 


producing subsidiary. 


SMa) fe Sen es itl es ed at aa Gi? edge Ra eed eR ans cle =“ A A Len Soe? aca S Sak et Mea eee ee ata Ee She a «ASP SI AB eS ee ae Wee he bones gd las pen Bird ies Plein ign TA ee oS Ses aes f £ eR ee : args eee aa anak Eo gga SP ee 8 da I AT ae iy ls te) Piped SI 
ASI ee habe . ie : CS Peo oe eae oan re Bead Sige ne = gs A Agee , e ay gee: ee re: te Pees Ry ia ark SFist = ia mai Ses wi eae ate : ‘- Ja aa ae eS aa és Sa eeren nes cera, oh oe a a ee tt Sat 
Ree abt seo ak J eo SPEER ou eens ips iBhcc eee ein gece SN asia pam hal alee caesee Ok, Ni gat oan RN hh eee JENS? Ont emg |e sawp ers Oy pS Ne eae) ee : A Rr ps ERLE tess age eee Ske 5 ep is OS yer eI Set ge age ee whe Sema 2 Sie 
yeas Ae sew etek se aii 5 5, Cnn Mel Ge. 2 ewe rem oe i 5 Cae ie: % ea Peet NR i pa eat 2st 5. oy ane bas SP cou e teeter kan te Pics oe : pe ee, ir tigi es imo ig, OE By Ag Pees eee ee ee eye ESS “4 ae ie eke PN re eee 
ie aga Pe ce 4 os Ps oe a ice Ae! ee aaa "i so A Sie Ne eee Roe SS IR ro NR SES Ca CdS 2 ees rag ok,  : ee Ter a ae hie Se pie mos ge a oe pat Saban eas = 8 oun Lae Biba, anes go cocten teres” Lay CX ates a) 
oe a Sh enh 5: ais eae Be LS ee Re PM na ge ee er ; er pn eee re Sh a SL a eae ey ae 
oe a : ec oe ‘het aig 2 kee eee a : ee ies Ere ee ee eee eae : qn Ne i i es i ant Os: es Berg oe oe eR, 
ya os Ae Fg es i pe OS oo ENR A RE i eta rN lt fi ofc oS io ai : Brahe, eee ‘ 5 Be nee a3 a ate li onmieeteee * een RT re Se et ein mR a Coat ee ae ie 
ee eae: SERS ta. ilk” Re oe ae a ne Ge ee Pe Sein ei ye eg SER Pee a el an oP he Ri) Sete ka ee eerie che Be gestae Nae oak i ies ee chi Bp fon sha cake Satan it ae eg RO CR TRO CONT re rags oo 
soo. Pires Te oo en pee earl 1c oot ey ae ee ah i Pipes Day aia AE ee ree. aR 8 ha a XS ae ie a ae oe ee ee Se aa ‘ 
a eo 8 Pe a ais Meas ua, ana epee Ince fod oe ace = 8 SR SAT Aho gi RM. Simao! RM oN Mare sg cana anRara ts 8 EM Sa eS ree Re LS a 
is : eae ee PAG . ae hc ava a ee pa oak eae ler ‘iia ah 2 See Wat osy ni is Oren: eee ae er e ee 2 eho a eyo agai ee ee ees ERS a ae Reo aes eae oo Sh Fe Se ae 
; a pa oe : . < r aaa: i ae . : ¥ —_ pocuyteneegeerr . ay aie . 
* ‘ i —————————e—— | , 
: Ss A 
i ’ —s * 
| ; ii if NM 
me } ». tages E ps). igh Baas oe 4 f ip’ } eg mS on “ | , 
fees ee Brame « 4 RG ON, a! ei rac Ai ae 4 5: singe ~~ ‘ 
EE oa 5 gg ee are ; 
2s pele ee J ee a eae ‘ ; F 
7g ae e iy ce noe. 4 } 
bt hg A i se : Pe . se 
GT a Me db HEE gk ok pet te My oe o a yf “ 
aE Che ‘ - BL gid on Fal en A 
ae fg gage? I eo ae, eet i ; = 
ee te. ie 2. lag aif Ee? ie, SE 2 7 i ‘ | a 
| ees hf ee =, || mtn a 
j es © ee pice i Las hci ee ‘ P 
| Me eae yn a ae ee 4 j 
AEE? = ph MEL, SO J i ‘tel ae iar 
pe OE b4 pe x & f es Sag See fos : ¢ 
4 bei oe 2 ; ie a 8 si V4 a t a apy ray BS nes re 
Mek ati i 2 5 HA. % i a i - a | 
ae  _aaae a 
Gace oe tat } ; aa <a ; % 
: i ee ; , "ee & 
= tenth “77 a” Pag st . 7 
pa “a id f % re 1 . € 
oa yf es + be rd ~ 
pee” d ti EP : 7 
Lae Ea eh 24 
© E Py “a ‘ - P . 
ie 4 Si te A ® 7 - < a 
 ghaty or ay . | a 
eS ee , were rikg by 
Be : ae a v) at the - ~§ 
Po . a id % 7 a ip * . 9 
nn 7 in te B } =) a 4 
9 eas F a Ae eee ees i aa Ppa Be ig ae Ni 
ss —_— — | heahe + ee ree ra ee mee Bae SS ee é ve 
av t we fe eee Ly ee eee Jee Rai ; 
; 5 é . gs GO ORR | er. , i. SRE Ties eons Seg MS oh Sort 
tt a oe ST egy hy 2 eS Bae ee oats Ege ve 
ey ‘ Ys in od 
ie a 
ae F Pe Po , 
ieee 
wii 
AEN Mi 
ergs 
Sl vases | | 
elt * 
on | ye 
ie une pr 
pees tic 
pie en | 
ss we 
vice an 
‘ se 
th 
| an 
nae > 
See fie 
to 
pone dc 
pe m 
: in 
shin: po Po 
gta 
x Sa “{ 
fees 
eee, S 
pce 
er 
" ie a 
Aa th. je 
= in 
sa 
ee 
ee | bt 
aoe di 
ra 
ie ec 
he " 
=a 
“" 
=) | m 
Sa 
7] 
a | ch 
a. 
Bsc ti 
<7 | B 
’ ee af 
me? 
oe e 
r Re 
i WwW! 
oF 
a st 
eae ur 
aa fe 
Sa 
aS Ws 
Se OOOO 
oe er 
Be 
Oe ti 
angel 3) | th 
bib 
Bn. _sC(‘(CNCr 
has ca 
Bat oh i 
Mee ” 
Eee re 
Mera. , 
ois 
ans ea dt 
ch 
: ti 
pe In 
; ak 
snes sh 
ne 
er 
Sl, 
‘ | b 
Fappeee | 
ek ee al 
vas vi 
. in 
ae: er 
at 
| ee . 
ee | eT 
erie 
a ie . Foie. *% as ng ; 3 - hee + yi ~ F i ee . 4;  eeay jes. 2p a ot ai : bn ae ae 1s ey ke, uA AS Ot a Petes oan pia ty ty é i r 9 at : A . Fas ¢ “ ag ‘ 
Sees ee § SU eg NEES Cok ce BRS cL ge il Cai eg DOR ph TM eee ge oP aig ah dE Ne Sap oe Ne) Se Ce ENG yee a ENR By Sea AEN ID, on) Seats OR iabih ee Cor pote) ett Si ie hy : Weg etp 1 > oe tok at kear peta pe ag ow 
BP ia ye a Pen cotton SF pate OE Rt oie te ee Loe Cam oll Saag ee St ? ; Koy 78 rte pel ak tg a BAL ish pl, ya eee aes Oe ee nee eae es eine ae I eae Ew ea or ere aera ae * » ges ee tear | ie See TY Ns 5 is Pee aio pare: ae Wil ope RRS Beau ere gre von >" eee 
BP eh BET ne wee ee eas ee are a mee Sy ie ie ed FS oie xs MC EO Ran maa A os a Beeb egreneed WMT A a ae Shee * voy! ws tS Poe 5 ogi HY Vf. BR BS alee Sn GAR gt Ses q 4 aes ak Facae ts « eee eae Lin ahcaet ho tat sey Mey bw LS ae Me ae eae 
FRE be DUC @ UR ele Boe Ley Me Mie Ee ge oe Lom ipa a fe I Bet I Hat aly ID CRRA? GOR sate hehe PS SAUCE ie cer, Pry VEL METS ee a. ere ce RT 4,2 ucttY Pt ea Le “ghee hae iy geen renee Hy EELS ae 


5c =_=wsS es 2 eS SS FF wVehmmti—<C 


a 


pn nentibs 


idvertising Age, February 2, 1953 


Magazines’ Presentations Seen More 
Often Than Newspapers’, Study Shows 


CuHicaco, Jan. 28—Advertisersadvertising media. 


seem to be exposed to a national 
magazine presentation almost 
twice as frequently as to a news- 
paper presentation. 

That is one finding of a study 
reported to the Newspaper Adver- 


NAEA Meeting 


tising Executives Assn. here today 
by John W. Moffett, Minneapolis 
Star and Tribune. The report, 
made by a joint committee of the 
NAEA and Assn. of National Ad- 
vertisers, is based on statements 
from 90 ANA members. The sur- 
vey concerned media selling meth- 
ods. 


® Other findings reported by Mr. 
Moffett: ; 

Most of the advertisers respond- 
ing to the survey believe media 
presentations are helpful. 

Advertisers like the presenta- 
tions to be as brief as possible, 
well prepared and ably delivered, 
and “they take a dim view of pre- 
sentations which don’t consider 
the advertiser’s own advertising 
and selling problems.” 

“Most of them are interested in 
the opinions of their company’s 
field men about advertising media 
to be used, but more than half 
don’t feel that field men’s recom- 
mendations can often be followed. 

“Only about a third indicated an 


interest in dealer opinion about 


“Many advertisers seem to think 
newspapers are doing a poor sell- 
ing job.” 


s The study showed that, of those 
responding, 16 advertisers had 
seen fewer than 10 media presen- 


tations “in the past 90 days”; 36) 


had seen from 10 to 30; 16 had 
seen from 31 to 50, 11 from 51 to 
100, and five doughty admen had 
seen more than 100. 

Seventy-two said they had seen 
a total of 2,928 presentations in the 
period, 1,520 by magazines and 846 
by newspapers or newspaper 
groups. 

The advertisers were asked to 
say how much help they felt media 
presentations represented. To six 
respondents they were “a great 
deal” of help; 13 said ‘quite a lit- 
tle”; 18 respondents said the pre- 
sentations were of “some” help, 
and 43 said they were of “slight” 
help. One respondent said, in ef- 
fect, “You know what you can do 
with them.” 

Advertisers gave This Week 
Magazine a bouquet by giving its 
grocery presentation the greatest 
number of individual mentions—a 
total of seven. Presentations by 
The Saturday Evening Post and 
Look were mentioned six times, a 
presentation by Life five times. A 
Columbia Broadcasting presenta- 
tion received six mentions, and a 
presentation by Parade was men- 
tioned three times. 


‘So-Called Ratings’ 


Need Larger 


Sample Sizes, Representative Says 


New York, Jan. 29—Asserting 
that larger sample sizes than those 
in common use today are neces-| 
sary for greater precision, John 
Blair & Co. has called on radio-TV | 
buyers and sellers to exercise more 
discrimination in the application 
of “so-called ‘ratings.’ ” 

The radio station representative 
makes the suggestion in a bro- 
chure just released in collabora- 
tion with its television affiliate, 
Blair-TV. Theme of the booklet is 
indicated by the title, “The Value 
of Information Is Measured By Its 
Reliability.” ° 

The booklet analyzes ratings 
with “particular reference to the 
statistical variation in these meas- 
urements which is due purely to 
the sampling process employed.” 
The representative says the “dif- 
ference between two ratings of the 
same program can mean an actual 
difference in the size of the audi- 
ence or may be due entirely to 
statistical variation [and] that one 
of the principal factors in statis- 
tical variation is sample size and 
that the variation to be expected 
can be predicted if the sample 
size is known.” 


s Using this predicted variation 
due to sample sizes as a yardstick, 
Blair has prepared a series of 
charts which will indicate to a 
timebuyer whether a falling rat- 
ing is something to be concerned 
about or not. If a program takes a 
sharp dip from one report to the 
next, the chart will show whether 
this difference “is a real differ- 
ence, due to a real difference in 
the size of the audience, or a non- 
significant difference arising from 
the sampling process.” 

There also is a composite chart 
which indicates whether the vari- 


ance between two ratings pro- 
vided by different researchers us- 
ing different sample sizes is 
enough to be significant. 

“A number of facts are immedi-. 
ately apparent if we _ practice| 
measuring the significance of dif- | 


ference between various ratings 
using various sample sizes selected 
from the charts,” the booklet 
points out. 


s “First, you will observe that, as 
the sample sizes increase, the area 
in which the difference is likely 
to be non-significant becomes 
much smaller. In the second place, 
when we are dealing with smaller 
ratings, the chances that the dif- 
ferences between them will not 
be significant are much great- 
er than when we are dealing with 
large ratings. This fact is enor- 
mously important since most 
broadcast ratings with which we 
commonly deal are small numbers, 
even though when projected 
against the total area surveyed 
they may represent very substan- 
tial audiences.” 

(Blair’s interest, of course, is 
primarily in local rating reports— 
for radio and TV.) 

Blair’s charts do not mention 
any ratings by name, but Ward 
Dorrell, research director of the 
company, said they could be ap- 
plied to practically all those used 
by the industry. 

In answer to a specific question, 
he said some revision would be re- 
quired if they were to be applied 
to Nielsen ratings because of the 
continuous production of data. 

The composite chart covers sam- 
ple sizes of 100, which is used in 
some small TV markets, through 
5,000. 


s Asked how much bigger he 
thought the sample sizes ought to 
be than those generally used now, 
Mr. Dorrell said he would like to 
see “nothing less than 900 and 
preferably 1,800 per period re- 
ported.” 


Meanwhile, Blair is vitally in- | 


terested in bringing about “a bet- 
ter understanding of the limita- 
tions of this material (ratings) in 
terms of accuracy.” 

Copies of the brochure are 
available on request. 
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Capes) today offers fom eomncmmine! ser sce 
herwmen 19 maj: nities Seve time— My Capital 
ae Ramaaet Oot Hank Far mnennencane, ait gow Paniter «+ 
STARTER—Running in the Saturday Evening 
Post, this color ad starts a new campaign 
for Capital Airlines through Lewis Edwin 

Ryan, Washington. 


Capital Airlines 
Starts ‘Largest’ 
Magazine Campaign 


WASHINGTON, Jan. 27—“The 
largest national magazine adver- 
tising program in its 26-year his- 
tory” is starting this week for 
Capital Airlines. 

Beginning with a_ full-color 
page in The Saturday Evening 
Post, the campaign calls for color 
insertions in the Ladies’ Home 
Journal, Look, Newsweek, The 
New Yorker and Time during 
February. 

These magazines and several 
others not yet selected will carry 
two more ads in a series em- 
phasizing the time-saving features 


be there...he came by air” ap- 
pears over the first ad with the 
illustration showing a woman in 
evening clothes confirming a din- 
ner engagement while her hus- 
band finishes tying his black tie 
in the background. 


ws James W. Austin, v.p. in charge 
of traffic and sales for Capital, 
said: “While the major part of 
Capital’s advertising budget will 
again be devoted to high frequen- 
cy, high visibility newspaper in- 
sertions in the 75 cities directly 
served by our line, we'll spend 
close to $250,000 for the first 
three ads.” 

Capital has also been testing a 
series of 20-second TV spots in 
Chicago, Washington, Cleveland, 
Detroit , Minneapolis-St. Paul and 
New Orleans for the past few 
months. 

Lewis Edwin Ryan, Washington, 
is the Capital agency. 


_ Distributors Offer Awards 


For the second consecutive year, 
| the National Industrial Distribu- 
| tors’ Assn. and Southern Industrial 
| Distributors’ Assn. are offering 
manufacturers awards for the 


Arch St., Philadelphia 3. 
WCAU-TV Promotes Forrest 


and CBS outlet, has been promoted 
to program manager. He will su- 
pervise all local and network pro- 


Schaefer Brewing Discovers Women; 
May Change Locker Room Approach 


Electric Bulletin 
Reproduces Pages 


Instantaneously 


of air travel. The heading “We'll! 


PITTSFIELD, Mass., Jan. 28—A 
new electric bulletin board which 
reproduces subjects instantaneous- 
ly has been installed in the down- 
town area by the Berkshire Eagle. 

Manufactured by Alden Prod- 
ucts Co., Brockton, Mass., the 
scanning device is getting its ini- 
tial tryout here, supplying spot 
news to Pittsfield pedestrians. Its 
advantage over conventional sys- 
tems is its ability to reproduce a 
complete printed page or drawing 
by photo-electric facilities in the 
newspaper’s news room. 

Impulses are transmitted by 
cable to a projector where they 
are translated into print or picture 
on electro-sensitive paper. The 
picture is then enlarged ten times. 

Alden says the board’s wire fac- 
simile system is the largest in ex- 
istence. The company suggests that 
it might be used for cueing TV 
performers or as an advertising 
medium. 


BNF Ads Stress 
Recognized Brands 


Are Easier to Sell 


New York, Jan. 29—A new 
series of six ads stressing that 
recognized brands are easier to 
sell and more likely to bring re- 
peat sales was released today by 
the Brand Names Foundation. The 
series is intended for use by busi- 
ness magazines. 

Nathan Keats, v.p., said busi- 
ness publications are being invited 
to pool space to bring the “more 
profit story’ of manufacturers’ 
advertised brands to the attention 
of retailers. 

Last year, he said, 115 publica- 
tions contributed space for 270 in- 
sertions of the foundation’s busi- 
ness ads. The new series was cre- 
ated by Hewitt, Ogilvy, Benson 
& Mather, volunteer agency. 


Brewer's Study Finds 
Women Purchase Half 
of Beer Sold in N. Y. 


New York, Jan. 28—The old 
lady would like to get her hooks 
on the old man’s paycheck. All of 
it. 

This news, which could hardly 
be startling to the married men in 
the audience, is one of the high- 
lights of the F & M Schaefer Brew- 
ing Co.’s housewife poll, a new 
service which the eastern brewer 
unveiled yesterday to an audience 
largely composed of women’s page 
editors. 

In the past, Schaefer has paid as 
little attention to women as if they 
were a newfangled contraption. 
Schaefer socked its promotional 
dough into such hairy-chested 
activities as baseball TV and AM 
broadcasts, surf fishing tourna- 
ments, Gaelic-American soccer 
games and the Harlem invitation 
basketball tournament. In other 
words, the setting for beer was 
against a background of charley 
horses and cracked clavicles. 


8 But, based on the evidence of 
the new study, conducted by Cros- 
sley Inc. for Schaefer among 6,300 
families in the nine-state north- 
eastern area, the big brewer is 
about to cultivate the little woman. 

What the brewer found about 
women and beer isn’t published, 
and probably isn’t going to be, al- 
though the housewife’s opinion on 
practically everything else—from 
family finances to her favorite ball 
club—is extensively aired. One 
fact the brewer found out, how- 
ever, is that in New York state, 
women buy half the beer sold. 

Out of the study, one of the 
“most intensive in opinion samp- 
ling in an area” (as Archibald M. 
Crossley characterized it), here 
are some of the findings: 

About two-thirds of them have 
children; around 40% of the chil- 
dren are four to seven years of age. 

About 21.7% have full or part- 
time jobs outside the home. 


(Continued on Page 51) 


Data to Battle Frozen, 


Los ANGELES, Jan. 27—The 
steady inroads made by frozen 
and other processed foods on the 
sales of fresh fruits and vege- 
tables are causing some concern 
in the fresh produce field. 

As a result, the United Fresh 
Fruit & Vegetable Assn. will con- 
duct a research program designed 
to develop data showing the nu- 
tritive value of freshness in fruits 


best ads telling users about the} ‘ tod 
quality distribution behind their | vealed by Richard A. Waldsmith, 
products. Entry blanks are avail-| president of the group, at its an- 
able from_H. R. Rinehart, 1900 nual meeting here this week. 


and vegetables. 


| Mr. Waldsmith told the meeting 
that in 1951, 71% of fruits and 
vegetables were marketed fresh, 


Robert A. Forrest, director of|as compared with 72% in 1950, 
program development for WCAU-|75% in 1949 and 76% in 1948. 
TV, Philadelphia Bulletin station | Frozen and other processed foods | 


affect fresh fruit sales most. 


| 


grams originating in Philadelphia.| ® Only 54% of total fruit was 
He also will continue as writer | marketed fresh in 1951, compared 
and producer for three CBS net-| with 55% in 1950, 59% in 1949, 


work shows originating in Phila- and 60% in 1948. Of all vegetables, 


delphia. 


‘Statesman’ Boosts Jennings 


A. P. (Al) Jennings has been 
promoted to assistant 
manager of the American States- 
man, the Austin American and 
Statesman. Mr Jennings has been 


the newspapers’ advertising direc- , i h 
tor since 1943, and wil! continue in determine what 


| that post. 


business | 


including potatoes, 78% was mar- 
keted fresh in 1951 compared with 
79% in 1950, 82% in 1949 and 
84% in 1948. 

| With these facts in mind, the 
| association has approved an ed- 
ucational program in two steps. 
The first step will be research to 
food scientists 
_ know about fresh fruits and vege- 


Fresh Produce Group Will Use Nutrition 


Processed Foods 


tables from the standpoint of nu- 
trition and health. More than $50,- 
000 has been pledged by industry 
members for this work. 

The second phase will be a pro- 
gram of publicity and public rela- 
tions to get information about 
freshness “before the public.” 
There is some question about rais- 
ing the money for this purpose, 
and any thought of advertis- 


‘ing is somewhat in the future. 


Details of the program were re-| 


A tentative plan for continuing 
revenue for such a program calls 
for a stamp plan in which carlot 
sellers and buyers would contrib- 
ute 25¢ for each carlot handled. 
The stamps would be purchased 
from the association, and the pro- 
ceeds deposited in a special fund 
to be used for promotional work. 


Appoints Alfred Grimaldi 

Alfred W. Grimaldi, previously 
eastern manager of American 
Poultry Journal, has been named 
district manager of Electronic 
Equipment, which Sutton Pub- 
lishing Co., New York, will begin 
to publish in March. Mr. Grimual- 
di’s territory covers New York 
City, New Jersey and eastern 
Pennsylvania. 


Appoints Olian Advertising 
Weber Chevrolet Co., St. Louis 
automobile agency, has appointed 
Olian Advertising Co., St. Louis, 
to direct its advertising. Radio, 
TV and outdoor will be used. 
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Detergent Sales 
Kept Gaining on 
Soaps Last Year 


(Continued from Page 1) 
figures were disclosed by P. J. 
Stomberg, v.p. of A. C. Nielsen 
Co., speaking to the convention for 
the fifth year in a row. 

Mr. Stomberg pointed out that 
dollar volume of soaps and deter- 
gents went above 1948 sales for 
the first time, showing a 1% in- 
crease over that alltime peak. Ton- 
nage was 19% over the 1948 level. | 


® Dollar sales, however, did not, 
go up as much as total food store | 
sales. In 1952, dollar sales of soaps 
and detergents had a 2% gain 
while total food store dollar sales | 
went up 8%. Consumers received | 
19% more soaps and detergents 
in 1952 than in 1948 for approxi-| 


| 
| 


pears that consumers spent 26% 
more dollars for 14% more ton- 
nage. 


s Advertising for household soaps 
and detergents increased 4% in 
1952 compared with a 2% dollar 
sales increase and 9% rise in ton- 
nage sales, Mr. Stomberg reported. 


The trend toward self-service | 


operation in stores continued, and 
“we estimate that almost 70% of 
your product, if sold through food 
stores, is sold through self-service, 


free-choice units. Quality, price, | 


,mately the same outlay of money.|and now hold as much as 85% of | 
/On food products generally, it ap- 


the market. The product with the 
| Smallest share of the commodity’s 
total sales—one with annual sales 
volume of more than $25,000,000— 
now has 11% of its market. 


s Jean Wade Rindlaub, v.p., Bat- 
ten, Barton, Durstine & Osborn, 


promotion dollar and how they 
should advertise. 
She urged research into wash- 


ing up to $200 a year for not-so- 
Satisfactory dry cleaning. We like 


told the soap men where she, 
thought they ought to invest their | 


able fabrics. “We're tired of pay- 


package, shelf location, adequate clothes better when they can be 
stocks, displays, will have an im- washed with soap. And look what 


portant part in the sale of that soap you'll sell when you really 


product in those stores.” 

Mr. Stomberg stressed the need 
for new or improved products if a 
manufacturer is to remain in busi- 


ness. A Nielsen study of 12 new or | 


improved products that have ap- 
peared in food or drug stores in 
recent years showed that two of 
the new products have virtually 
displaced the old type products 


| get rolling on wash woolens, wash 


flannels, wash rayons, wash ace- 


| tates, along with today’s wash silks 
and cottons.” 
Some of the things women 


_ would like to know about when 


|they read advertising, she said, 

| are: 

1. Do detergents harm silver? 
2. What is the exact amount to 


De TE aS a at a Oa 


Advertising Age, February 2, 1953 


The retailer emerges as No. 1 target of newspaper ad managers at the 
annual NAEA meeting 
Detergents continued to improve their market position in 1952 ...Page 1 
J. K. Lasser says promotion and research—not defense spending—are 
keys to prosperity in 1953 2 
Schaefer readjusts its sights, decides to aim beer ads at women . .Page 3 


Ce 
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Julian Watkins tells secrets of hard-selling copy .............- Page 10 
Bank advertising keeps on growing ................--0000e8 Page 14 
Now police chiefs have their own magazine ................ Page 18 
The fourth article in Stan Cohen’s searching series on the U.S. Post 
EN SE ES ITE TO DE EPP ET EE ET EE Page 20 
Does advertising pay? Well, ask Florida ...................- Page 24 


A proposal to have agency trademarks on ads gets a cool reception 
from advertising executives 


Ruppert beer spurts from 11th to 9th place in sales but it’s still far 
behind Schlitz Pages 18, 34 


No less than 1,118 new supermarkets opened up in 1952 Page 40 
The Bureau of Advertising has a new “health barometer,” which tells 


Page 30 


ee 


ee) 


_ makers of health products when to step up promotion ....Page 48 
| " REGULAR FEATURES 

| Advertising Market Place ....46 | Looking at Retail Ads ....... 38 
| Coming Conventions ......... 41 Mail Order Clinic ........... 36 
| Creative Man’s Corner ..... Oe te oe 52, 55 
‘Department Store Sales ....47 Photographic Review ....... 42 
| EGRROCERED 2 wc ccccscccccscess 12 Production Tips ............. 38 
_Employe Relations .......... a SO ere 12 
Eye and Ear Department ... .36 Salesense in Advertising ....37 
| Getting Personal ............ 16 This Week in Washington .. .43 
| Information for Advertisers . .46 Voice of the Advertiser ..... 32 


| 


( The association reelected Mr. 
3. Which are soaps and which Wrisley as president. Other offi- 
|are detergents and which are not cers elected were: E. H. Little, 
| good for nylons? president, Colgate-Palmolive-Peet 

4. If detergents cut grease, does | Co., v.p. for the East; E. W. Wilson, 
'that mean they are bad for wool- | v.p., Armour & Co., v.p. for the 
ens or for skin? | Midwest, and Albert Haas, presi- 
'dent, Newell Gutradt Co., v.p. for 


| ° e 
|put into a machine? { 
| 
| 


_@ “TI recognize the fact that soaps | 


‘go further today and the things 
/you call syn-dets go even further 
‘than soap,” Mrs. Rindlaub said. 
'“But I still think there’s a piece 
of the puzzle missing. Are you 
howling so hard competitively, 
‘buy my soap, buy my soap,’ that 
| you’re forgetting the job of en- 
‘larging the market? 

“Every woman knows that some 


‘the Far West. 


Railroad Admen Elect Heads 
Chester C. Dilley, advertising 
manager of the Chicago, Milwau- 
kee, St. Paul & Pacific Railroad, 
has been elected president of the 
Assn. of Railroad Advertising 
|Managers. Other officers elected 


are Leo A. Brown, Wabash Rail- 
|road, St. Louis, lst v.p.; Carlton T. 


|Sills, Denver & Rio Grande West- 


“All he did was ask, ‘What part of the rich state of lowa is covered by 
the Des Moines Sunday Register?’” 


STOP any Iowa housewife, banker, doctor, baker ... 
policeman, postman, cityman, farmer—they’lI all tell you the 
Des Moines Sunday Register covers the whole state of lowa! 


LOOK at this, and you'll agree that 50% to 100% satura- 
tion in 83 of lowa’s 99 counties, 40% to 49% in 9 more, and 
better than 21% in all other counties is coverage that gives 
you not just part, but the entire state of Iowa! 


AND LISTEN, that’s not all. You get a market that for 
farm income, can’t be beaten anywhere in the world . . . plus 
... an urban Iowa market that outspends big-spending cities 
like Philadelphia, Boston or San Francisco. 


So take a tip ... get it all 
selling medium. . 
You'll like that milline rate, a 


... and with just one great 
. the Des Moines Sunday Register. (P.S. 


modest $1.88.) 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1952 
Daily, 369,807—Sunday, 533,204 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 


Represented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


GRE REE G. 


‘soaps have tough jobs to do. It’s ern Railroad, Denver, 2nd _ v.p.; 


an insult to her credibility to con-|D. B. Wallace, Canadian Pacific 


: ; ; , | Railway, Montreal, 3rd v.p.: Harry 
tinue all this drivel about strong | 5 Tate, Missouri, Kansas-Texas 


‘enough for your toughest work!?: t 

|Lines, St. Louis, treasurer, and 
Clothes, safe enough for your soft-' 4 w' Robertson, Missouri Pacific 
est lingerie.” What woman wants Lines, St. Louis, secretary. 


to wash her silks with a truck) 


driver’s pants? She wishes some- | Firestone-Goodman Moves 
one would come right out and tell, fFirestone-Goodman Advertising, 
her a little straight, well-docu-| Minneapolis, has moved its offices 
/mented truth.” to the Syndicate Bldg. 


AMERICA’S | 
FIRST 
ENGRAVER 
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DAY-NIGHT 


REVERE PHOTO ENGRAVING CO. 
712 FEDERAL STREET, CHICAGO 5, ILL. WA 2-8816-7-8 
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54th in a Series 


You can reach More 
Charge Account Customers 
for Less Money in the 


New York Herald Tribune 


(according to surveys by 3 New York Department Stores) 


It’s axiomatic that charge customers are the 
best customers. They buy more... buy more often... buy 
at all price levels. Sales slips prove it. Now... 

a series of recent surveys of their charge account 
customers by three of New York’s top department 
stores...shows that one newspaper reaches 

more charge account customers—at less cost...the 
Herald Tribune! No matter what you sell, the facts 
revealed by these surveys mean more profitable 
selling in New York—in the Herald Tribune Quality 
Market. Ask our Market Research Department 

for the details... today! 


...and Charge Customers 
are the Best Customers 
for Everything! 


y YORK 


Herald <alte~ Tribune 
QUALITY For full details, write 


Market Research Dept., 230 West 41st Street, New York 36, N. Y. 
BUYS 


QUANTITY 
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‘TV Factbook’ Gives | 


Data on 127 Stations 
Digests of rate cards and infor-. 
mation about personnel and facil- | 
ities of 125 U. S. and two Canadian | 
TV stations now on the air and 19 
others soon to begin broadcasting | 
are contained in the 16th edition 
of TV Factbook, publisned by 
Television Digest, Washington. 
The 268-page directory lists 175 
new TV stations authorized to the | 
beginning of the year, and 748 ap- 
plications which were pending on 
Jan. 3. With this edition, Televi- 
sion Factbook has accepted adver- | 
tising for the first time. 


Herbert W. Cohon Co. Moves 
Herbert W. Cohon Co., New 
f- 


York agency, has moved its of-| 


fices to 18 E. 41st St. 


‘Saturday Review’ 
Awards Started for 
Institutional Ads 


New York, Jan. 27—“Advertis- 
ing in the public interest” will 


collect its share in the awards) 


business this year. 

The Saturday Review has estab- 
lished an annual award program 
to recognize “those national adver- 


'tisements which best serve the 
‘public interest and which most 
-searchingly document the contin- 
/uing miracle of America.” A group 
of 27 judges, including educators, 


publishers and admen, has been 
studying more than 200 campaigns, 


REACHES ALL THE DEALERS 


IN THE RICH, PROGRESSIVE UPPER-MIDWEST 
100% coverage of all 4,000 aggressive retail lumber 


building material and coal dealers in 5 


icial Lumbermon’s 


(1) (Northwettern—covers Minn., Wis., No. - 4 


. (2) lowo—covers all of lowa. 
_ 1013 4TH AVE. SO., 


MINNEAPOLIS, MINN. 


‘and results will be announced in 
an early issue of The Review. 

The selection of winners will 
not be the end of the program, 
however. Examples taken from 
winning campaigns will be put 
| together ina book—‘America— 
‘Miracle at Work”—which The 
Saturday Review will publish in 
conjunction with American Book- 
Stratford Press. 

“Miracle at Work” will contain 
full-color reproductions of the ads 
and commentary by the judging 
committee, as well as articles on 
the effectiveness of institutional 
advertising. 

The book will sell for $6 a copy 
and will be published soon after 
the winning campaigns have been 
announced in The Saturday Re- 
view. 


' 


Agencies Seeking Apple 
Account Narrowed to Four 
The Washington State Apple 
Commission, Wenatchee, Wash., 
has pared from 20 to four the 
number of agencies it is consider- 


ing as a successor to J. Walter 


Advertising Age, February 2, 1953 


Thompson Co., which resigned the 


apple account effective at the end | 


of the current marketing season. 
The quarter-finalists: Botsford, 
Constantine & Gardner; Burke Co. 
(being joined Feb. 1 by Floyd 
Flint, who was JWT’s account ex- 
ecutive on apple advertising); 
McCann-Erickson, and Pacific Na- 
tional Advertising Agency. 


Cahn Joins Avery-Knodel 


Edwin Cahn, who was execu- 
tive v.p. of George H. Hartman 
Co., Chicago agency, before be- 
coming Pacific Coast manager of 
Boyer International Laboratories 
Yast year, has been appointed man- 
ager of the Los Angeles office of 
Avery-Knodel, radio-TV_ station 
representative. 


NBC Promotes Goodfellow 


Joseph Goodfellow, eastern ra- 
dio sales manager for spot sales, 
National Broadcasting Co., has 
been promoted to sales director 
for WRC, WRC-FM and television 
station WNBW, Washington. Mr. 
Goodfellow will supervise the 
sales, press, advertising and pro- 
motion departments of the stations. 


For famous companies... 
exceptional results with 


Industrial Film 


a la Kling 


A shooting scene from Admiral training 
film,“*‘LINES AND FINES,” starring 
(seated) George Tobias, Sid Melton 
Mike Mazurki, and Hal Block. 


Ki ling studios 


*CHICAGO 
601 North Fairbanks Court 
HOLLYWOOD 
(Ray Patin Productions) 6650 Sunset Boulevard 
NEW YORK 
affiliated with Thompson Associates ¢ 40 E. 51st St. 
DETROIT 
1928 Guardian Building 


e SALES TRAINING 


*.. consider the job you did on the 
Admiral film series, ‘Lines and Fines,’ 
the most outstanding training job I 
have ever encountered. The plan, in 
spite of the overwhelming complexities 
involving film, brochures, question 
sheets, recordings and flip charts, was 
so intelligently organized that it has 
brought tremendous response and re- 
sults from our distributors throughout 
the country....” 
Seymour Mintz 
Vice President and Dir. of Advertising, 
Admiral Corporation 


e DOCUMENTARY 


"... the way you blended the widely 
diversified problems of our extensive 
operation of over 200 chemicals and 
products into one flowing, beautifully 
photographed film, ‘The Tennessee 
Story,’ far exceeded even our greatest 
expectations. ...”’ 
M. H. Nabors 
Vice President, Tennessee Products 
and Chemical Corporation 


e SALES PROMOTION 
“Here’s our order for still another 25 
prints of ‘Health and Your Wealth.’ 
We are getting tremendous reception 
in the field for your well-written and 
photographed film, and I know it will 
promote sales of Mitchell Air Condi- 
tioners.”’ 
Howard Haas 
Advertising and Sales.Promotion Mgr., 
Mitchell Manufacturing Co 


Advertising Knowmanship Plus 
Hollywood Showmanship 


MOTION PICTURES © TELEVISION FILMS 
SLIDE FILMS © PHOTOGRAPHY 
ADVERTISING AND EDITORIAL ART 
DISPLAYS © SALES TRAINING AND 
MAINTENANCE MANUALS 


Norman Tveter 
Urges More Local 
Market Research 


Cuicaco, Jan. 27—Newsp1per ad 
managers have a strong ally in T. 
Norman Tveter, v.p. in charge of 
markets and media for Erwin, 
Wasey & Co. 

They found that out yesterday, 
when Mr. Tveter addressed the an- 


NAEA Meeting 


nual meeting of the Newspaper 
Advertising Executives Assn. and 
called for more intensive studies 
of local markets. 

Mr. Tveter reported that “sales 
analysis, together with enalysis 
of media used, has proven there 
are national advertisers who have 
built a sizable business with na- 
tional media, yet seemingly do not 
know that over the years they have 
reached less than 40% of their 
prospects.” 

He maintained that these ad- 
vertisers could—with adequate use 
of newspapers—double their busi- 
ness in a few years. 


@ The agency executive gave a 
number of examples to show how 
pinpointed market research can re- 
sult in more efficient use of the 
advertising dollar. In particular, 
he urged more research in these 
two areas: 

1. Percentage of retail move- 
ments, by months, of a piece of 
merchandise. 

Mr. Tveter said “in one im- 
portant product classification, em- 
bracing nearly 100 brands,” 80% 
of the year’s business moves over 
the retail counter in six months. 
However, he said a study of sales 
and advertising practises shows 
that “manufacturers in this field 
either do not know what goes on 
at the retail level, or for some 
reason have ignored the facts as 
one of the many vital guides to 
bigger sales. Consequently, only 
one product in the field has gone 
considerably ahead in sales for 
10 years now to my knowledge.” 


® He also cited the inadequate ex- 
ploitation of the bridal market. 
He quoted a recent survey which 
estimated the average wedding ex- 
penditure at $4,996.15 and pointed 
out that June represents only 
11.4% of the year’s potential. 
“August is next with 11.4%,” he 
added, “and the rest of the year is 
about even each month.” 

2. Sales by metropolitan areas. 

Such data is needed today, said 
Mr. Tveter, “because a business 
can increase nationally in total 
volume, but while doing so suffer 
serious losses within the metro- 
politan area section of our nation.” 

Mr. Tveter said companies 
should collect detailed sales rec- 
ords on the 162 metropolitan areas 
in the nation and check them 
against dollar and unit shipments 
to wholesalers and _ distributors. 
And he said these records should 
be updated and reviewed each 
month. 


® The U. S., he pointed cut, is 
now “162, not 48 states on the 
map,” and analysis of this kind 
will show where salesmen and ad- 
vertising ought to be put to work. 

The Erwin, Wasey v.p. told his 
listeners that such market re- 
search will inevitably redound to 
their benefit, because it will prove 
that “sales are not national until 
first they are local” and “the 


newspaper is the only medium 
that always has, and still does, 
deliver the entire metropolitan 
market as its completely ‘captive 
audience’ day in and day out.” 
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In Chicago, it takes 2 — 


LOS ANGELES 
Sawyer-Ferguson-Walker Co. 
612 So. Flower St. 


to do the town right! 


BECAUSE . . . Chicago has outgrown the power of any single daily news- 
paper to reach even half of your city and suburban prospects. 

Today it takes two daily newspapers to reach a majority of the 
market—and for Most net unduplicated coverage, one of your two 


MUST be The Chicago SUN-TiMEs! 


CHICAGO 


SUN-TIMES 


211 W. Wacker Drive, Chicago © 250 Park Avenue, New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


SAN FRANCISCO PHILADELPHIA MIAMI BEACH 
Sawyer-Ferguson-Walker Co. Sawyer-Ferguson-Walker Co. Hal Winter Company 
1213 Russ Bldg. Girard Trust Bldg., 1400 S. Penn Sq. 9049 Emerson Ave. 


Idea suggested by DONALD B. BUCKLEY 
Van Sant, Dugdale & Company, Inc. 
Baltimore, Maryland 


ATLANTA ia. 
Sawyer-Ferguson-Walker Co. 
821-822 William Oliver Bldg. 
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NBC Hires Alben Barkley 


National Broadcasting Co. made 
big news last week when it was 
announced that NBC has signed 
former Vice-President Alben Bar- 
kley as a television commenta- 
tor. Mr. Barkley’s program, ‘“‘Meet 
the Veep,” will be telecast Sunday 


evenings. 


_ sLANDER | 


ADVERTISERS © AGENCIES e CLIENTS 
ace all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy. Vioiation of 
Copyright. 
INSURE THIS HAZARD! 

Our unique policy is adequate and amazingly 
inexpensive. Experience proves it's smart 
to be protected 


WRITE FOR 


DETAILS ANO “RATES 


EMPLOYERS REINSURANCE 


~ CORPORATION 


insurance. Exchange — Kansas City Mo 


5 ABC Stations 
Get Single Rate 
for Day, Night 


(Continued from Page 1) 
|about the same as daytime,” Mr. 


|choice evening time $1,200 an 
hour. 
_ Participations on wake-up pro- 
grams on all stations—7 to 9 a.m., 
local time—will be increased 
|somewhat, since ABC has found 
this type of fare to be unusually 
productive for advertisers. 


® Mr. Oberfelder said business 
this January on the five ABC ra- 
dio stations is up about 18%— 


Oberfelder said. “That being the spot and local, that is—over the 


case, you can’t charge an advertis-| 


er twice as much.” 


However, since there are more 


| people available per set in the eve- 


_ Same period last year. 

| WENR, which starts ABC pro- 
| grams at 3 p.m., CST, will charge 
| Sponsors $450 an hour. Its former 


ning, nighttime still can deliver) nighttime hourly cost was $900; 
/more than daytime, and with the Class C time used to be $450. 


|price adjustment can become a 
_very attractive buy for advertis- 
ers, he added. 


plicable from 8 a.m. to 10:30 p.m., 
EST—is $720 per hour. On the old 
‘card, Class C time cost $720 and 


_ Most of the broadcast nours of 
| the day and night at WXYZ as of 


ST ED IONS ef aRTN ot 


> ey 


Advertising Age, February 2, 1953 


the network price for ABC’s five 
o-and-o outlets. On the card, the 
basic hourly rate for evening time 
on these stations is nearly twice 
that for daytime. However, the 
actual charges to a regular buyer 
of the network are practically 
equalized by discounts. ABC’s eve- 


ning discount for radio network | 


advertisers ranges from 40% to 
62%. 

For this reason, though there 
has been a great deal of talx about 
a single rate for ABC’s radio net- 
work, there are no plans for such 
at this time, Charles T. Ayres, v.p. 
in charge of radio, told AA. 


's Some of the General Teleradio 
|(Mutual Broadcasting System) 
| properties—notably the Don Lee 


which made the sharpest cuts in 
big TV markets, gives big spend- 
ers a better than daytime rate on 
choice evening hours. A sponsor 
that spends $1,000,000 or more 
in Class A time is entitled to a 
63% discount. 

Some of the CBS o-and-o radio 
stations offer advertisers packages 
of nighttime announcements for 
saturation campaigns at daytime 
‘rates. NBC’s network-owned sta- 
tions have nothing of this sort on 
their rate cards. 


s Best indication of the industry 
trend on time costs comes from 
|the Broadcast Advertising Bureau, 
| which made a rate survey among 
\its members a few months ago. 


'About one-third of the country’s 


Feb. 1 will be priced at $350. The Network—cut their nighttime rate radio stations belong to BAB, but 
| WJZ’s new Class A rate—ap- old choice evening time hourly| to daytime levels about Jan. 1. A. this group is representative of the 


/rate was $550. 


® These revisions do not affect 


|similar move is contemplated for 
\the Yankee Network. 
| Mutual’s new cost schedule, 
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i this summer 


ffers you... 


mm 6 the Colorado market 
0 


Here’s a unique market enriched by the summer-time 
influx of 3,100,000 extra consumers and pregnant 
with the prosperity of $233,000,000 extra sales. 


This summer, more people than live in Detroit, or 


Philadelphia, or even Los Angeles, will come to 


Colorado. And while these 3,100,000 vacationists are 
enjoying the nation’s roof garden, they’ll spend 
$233,000,000 for goods and services .. . that’s 
$233,000,000 over and above the regular market. 


You can reach this enriched market, with its bonus 
population and sales, at no increase in rates. And you 


of single medium coverage. The 


can sell effectively in this market with the economy 


Denver Post’s 


Empire Magazine offers you 89% coverage of 
Metropolitan Denver, 65% coverage of the 


entire State of Colorado. 


In terms of market, of coverage, of cost, doesn’t it 
make good sales sense to increase your summer 


schedule in The Denver Post? 


CIRCULATION 


Dalhy  ....ccccrceresssesse-eees nsasnesdbeeay UO 
a ..350,243 


Empire Magazine and Comics....380,106 
A. 8. C. Publisher's Statement * September 


Represented Notionally by Moloney, Regan & Schmitt, Inc. 


THE DENVER POST 
The Voice of the Rocky Mountain Empire — 


PALMER HOYT, EDITOR AND PuBLISHE: 


30, 1952 


_ whole. 
| BAB found only 7% of its sta- 
| tions still using the classic formula 
_of charging half the price of night- 
,time for daytime. About 30% of 
them price the daylight hours at 
70% of evening; 37% had a single 
|rate for both. On the average sta- 
tion, the ratio is 72% of nighttime 
| for daytime. 

Lots of big city independents 
such as WNEW, New York, have 
traditionally operated on a one- 
rate basis, though of course they 
charge a premium fee for partici- 
pations on their most popular 
shows. There are also quite a few 
daytime-only operators to be 
‘counted in the 37%. 


PR International Formed; 

Pettit Heads U.S. Operation 
Public Relations International, 

'a new company at 40 E. 49th St., 

New York, has named William P. 

Pettit, formerly with N. W. Ayer & 


Son and McCann-Erickson, to 
head its U. S. operation. 
The new company, affiliated 


with Colman, Prentis & Varley, 
was set up to handle public rela- 
tions for clients in the U. S. and in 
foreign countries. It has offices in 
London, Paris, Milan and Caracas, 
and representatives in 40 countries. 


Schenley Promotes Two 


Schenley Distributors Inc., New 
York, has promoted Saul Lehrer 
to marketing and merchandising 
manager for its state store sales 
division, a new post. Mr. Lehrer, 
who has been assistant eastern 
division sales manager for CVA 
Corp., Schenley wine division, will 
supervise the merchandising of 10 
brands in states where promotion 
and merchandising activities are 
permitted. Alfred Strasburger Jr. 
has been promoted to marketing 
director. Mr. Strasburger has been 
administrative assistant to J. E. 
Farr, executive v.p. for sales. 


Philadelphia Mikemen Elect 


Pat Stanton, president of WJMJ, 
Philadelphia, has been elected 
president of the Philadelphia 
Broadcasters Assn. Other officers 
elected are William B. Caskey, 
general manager of WREN, v.p.; 
Max M. Leon, president of WDAS, 
secretary; John D. Scheuer Jr., 
program director for the WFIL 
stations, treasurer, and Ruth Chil- 
ton Burns, re-elected executive 
secretary. 


‘Star & Tribune’ Boosts 4 


The Minneapolis Star and Tri- 
bune has promoted Willis Brown, 
retail advertising manager, to as- 
sistant advertising director, a new 
post. Robert C. Witte, classified 
manager for six years, has been 
promoted to retail manager. War- 
iren A. Perry, assistant classified 
| manager, succeeds Mr. Witte. Har- 
|old Hughes, office manager in the 
retail department, has been named 
to the new position of assistant re- 
tail manager. 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 


pane. mimeograph, addressing or 
mailing job. pick-up and de- 
livery, fast aécurate work, plenty 


of expe x Sip hhaae rsonnel, charres 
me. 441-S “Dearborn St. Chicayro 5. 
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with the NEWS 


We have been publishing SUPERMARKET 

NEWS for eight months. And for these 

eight months we have been consistently first with 
the news. We haven’t been beaten on a 

single important news story. We just couldn’t be. 
Nobody else in the food field has anywhere 

near our large staff of correspondents and reporters. 
Nobody else has anywhere near as many 

offices strung out strategically through the country. 
Nobody else has such a comprehensive 

two-way wire system... or such 

a large battery of linotype machines... 

or such monster presses. 

SUPERMARKET NEWS is read first 

by the people in the food field — 


the people you’re trying to sell. They have nowhere else to turn for the current news. 


Nobody else prints the news until it is old hat by SUPERMARKET NEWS standards. 


Eventually you will be advertising in SUPERMAKET NEWS—so why not now? 


Advertising forms close Thursday. Last minute news printed and mailed Saturday. 


Women’s Wear Daily, 
Daily News Record, 
Retailing Daily, 
Footwear News, 
Men’s Wear 
Financial Manual 
A.A.T.T. Papers 


Blue Book Directories 


Your ad is always news in SUPERMARKET NEWS. 


The Supermarket Industry's Weekly Newspaper 


Supermarket News 


A Fairchild Publication - 7 East 12th Street - New York 3, New York 


“Our Salvation Depends Upon Our Printing The News.” 
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Metal Products Co. Sets 
Largest Ad Campaign 


Hamilton Metal Products Co., 
Hamilton, O., has announced an 
advertising budget of more than 
$100,000 for its Skotch Kooler pic- | 
nic box and Porta-File metal cabi- 
net. The company claims this is 
the largest budget ever set up in 
the metal box and picnic field. 
New colors and sizes are planned 
for the Skotch Kooler line. 


Hirsch Co., New York, includes in- | 
sertions in Good Housekeeping, | 
Life and the New York Times. 
Magazine. Business publications | 
will be used also. 


Boosts Hamilton to A.M. 
Robert J. Hamilton Jr. has been 
named advertising manager of 
General Dyestuff Corp., New York, 
to succeed Norman Peterkin, who 
el egg _ Hamilton will 
Advertising, laced by Ray- handle all advertising for both 
oe y ay so a = Antara divisions 
oO C. He has been associated 
PHOTO-REPORTS _ with General Dyestuff since 1929. 

ON PRODUCT APPLICATIONS 

Nationwide organization of 500 capable Appoints Alan J. Delling 
Photo-Reporters provides effective way to| Western Advertising Agency, 
obtain on-location photos, case histories, Los Angeles, has appointed Alan J. 
stories and releases. | Delling director of technical pub- 
For more information write or phone | licity. Mr. Delling formerly was 
SICKLES PHOTO-REPORTING SERVICE with Lockheed Aircraft Corp., 


38 Park Place, Newark 2, N. J. Burbank, Cal. 


Se ae aN bee 


Advertising Age, February 2, 1953 


‘Hard-Selling’ Copy Must Also Build 
Good Will Over the Long Run: Watkins 


Detroit, Jan. 27—Although 
agencies will have to turn out 
more hard-selling copy in the com- 
petitive period ahead, it wiil have 
to be different from the hard-sell- 
ing copy being written, Julian L. 
Watkins, v.p. of Maxon Inc., be- 
lieves. 

He told the Detroit Adcraft Club 
Friday that retail salesmanship is 
growing weaker and weaker, and 
that the job of selling calls for 
harder selling copy. 

“Hard selling, now on so many 
typewriters, is often confused with 


by the conventional hard selling 
school.” 


| He added that hard selling copy 


of a permanent nature.” 


_ because it deals with creating last- 


ingly favorable impressions in 


must not only sell a product, nowa-_ 
days, but also “establish good will 


“Now merchandising in every, 
legitimate form has a definite 
| place and plays a priceless part in| 
effective advertising—especially in | 
today’s marketing readjustinents— 
but let’s not forget that good copy, | 


makes his budget more of an in- 
vestment than an expenditure,” he 
' said. 


s Although he had no set of rules 

'to offer the group, because, as he 
said, there are none for writing 
good copy, Mr. Watkins set forth 
a few things he believes in. 

“1. Get religion. Believe in 
'something. Believe in it with all 
the conviction in your soui. That 
means a product, a point of view, 
the guy you work for. Then you 
can sell whatever it is. And only 
then. 
| 2. I’d like to see more copy that 
sounds like talking instead of 
writing. Too many advertising 


physical effort,” he said. “In fact,|people’s minds, is what builds Writers fall in love with words. 


you can smell the perspiration just 
by looking at ads today turned out 


Stature, respect, individuality and 
| permanence for an advertiser, and 


Here in the 


San Francisco Bay Area 


(ONE OF “FIRST 10°’ MARKETS IN TV SETS) 


is a major advertising 
medium...and the 


market is 


KRON- 


which operates 
on Channel 4 and puts 
more eyes on SPOTS 


vertisers in this 3-station market 
Biggest Audience! 


audience, day and night, and all week 


San Francisco stations combined 


Central California 


ASK FREE & PETERS for availabilities. 


4) since November 15, 1949, 


major TV station in the 


Most Advertisers! Rorabaugh reports that 
KRON.-TV serves the largest number of ad- 


Pulse shows that 
KRON-TV offers the greatest percentage of 


Best Shows! Pulse counts more top-rated 
shows on KRON-TV than on the other two 


Clearest Coverage! The market's highest 
antenna sends KRON-TV’s signal throughout 
the Bay Area market, deep into Northern and 


in New York, Chicago, Detroit, Atlanta, 
Fort Worth, Hollywood. KRON-TV offices 
and studios in the San Francisco Chronicle 
Bldg., 5th and Mission Streets, San Francisco. 
An NBC Affiliate, KRON-TV is owned and 
operated by the San Francisco Chronicle, It 
has pioneered in San Francisco TV (Channel 


the Golden Ga 


Tel 


Hill. From “The Hill” early-day San 
Franciscans watched for ships entering | * 


'In trying to string together nice- 
sounding phrases, they produce an 
‘artificial style of written sales 
conversation that leaves the read- 
er colder than those four ruses in 
a cake of ice.” 

3. Test copy by imagining your- 
self saying it to someone across 
the counter or on a_ salesroom 
floor. Some of the fancy phrases, 
if spoken, would startle the cus- 
tomer. 

4. Don’t write for the kind of 
people you associate with. If an- 
other adman likes your copy, it 
probably isn’t any good, since he 
“is usually thinking about copy 
objectively rather than its ability 
| to get an idea across and acted 
| upon.” 


| e “5. Get your facts and put them 
/in proper order by making a copy 

outline, always from the reader’s 
/point of view. Then ‘talk’ your 
| Copy simply, directly and _ sin- 
| cerely. Work over and over it un- 
til the fluff is eliminated and the 
|impression or action that you are 
| trying to create is clear, under- 
| standable and believable.” 

6. Good copy should be thought 
/out, built carefully and worked 
| over. 
| 7. No fancy copy. Keep it re- 
|strained, honest and common- 

place. 

8. Get as much of the selling 
| Story over as quickly as you can. 
| 9. While it is easy enough to sell 
| something conventional with 
| which everyone is familiar, try 
‘and come up with a new slant. 

“10. Relax. When a copy job 
gets you tightened up like a watch 
spring on a humid day, write the 
copy the way you’d write it. You’d 
be surprised how often you can 
sell it, and how much better it 
will be, too.” 


Joseph J]. Martin Made V. P. 
of Henri, Hurst & McDonald 


Joseph J. Martin, director of re- 
search for Henri, Hurst & McDon- 
ald, Chicago, has been elected v.p. 
in charge of re- 
search. 

Mr. Martin 
joined the agen- 
cy’s research de- 
partment in 1924 
‘and in 1930 be- 
came its first re- 
search manager. 
'He was named 
|director of re- 
search in 1935. 
'The author of 
several articles 
|/on modern mar- 
keting research methods, Mr. Mar- 
| tin is also a past president of the 
|Chicago chapter of the American 
|Marketing Assn. 


Joseph J. Martin 


DeJur-Amsco Names Agency 

DeJur-Amsco Corp., Long Island 
|City, manufacturer of photograph- 
|ic equipment and cameras, has ap- 
pointed Friend, Reiss, McGlone, 
New York, to direct its advertising. 
Plans are under way for the in- 
'troduction of its newest product, 
the DeJur reflex camera. News- 
papers, magazines, radio and TV 
will be used. Grey Advertising is 
_ previous agency. 


Clover Leaf to Gundlach 

| G. P. Gundlach & Co., Cincin- 
enati agency, has been appointed to 
direct advertising and sales pro- 
/motion for the Clover Leaf Dairy, 
‘Newport and Ft. Thomas, Ky. 


Ss 
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Coming Soon: 


Consumer Analysis 
of the Greater 
Omaha Market 


For the ninth consecutive year, The World-Herald 
offers advertisers a detailed study of consumer 
buying habits, brand preferences, ownership, and 
store distribution of branded products in the 
Omaha-Council Bluffs market of 84,400 homes. 


Publication is scheduled for early April. Ask now 


to have your copy reserved. 


Now Available: 


Valuable Marketing 


Aids for Your Salesmen 


Strong merchandising support is always avail- 
able to World-Herald advertisers. A variety of 
dealer lists, including grocery, drug, beer and 
liquor, and appliances, may be obtained upon per- 


sonal call or written request. 


Off the Press This Week: 


New Market Book 
on The World-Herald 
$2. Billion Market 


In the land-rich, money-rich market of Nebraska 
and Western Iowa, there are 1} million people 
with a total spendable income of more than 2 bil- 
lion dollars. 


The World-Herald’s 1953 Market Book puts you 
on the trail of these able-to-buy prospects; tells 
you where they live, how they make their money, 
how they spend it—and how you can reach them 
with one thrifty media buy. 


If you do business in Nebraska and Western Iowa, 
let us send you a copy of this new market study. 
It’s a real eye-opener! 


maha World-Herald 


O’MARA and ORMSBEE, National Representatives 


New York ®* Chicago 


Los Angeles * San Francisco 


247,500 Daily - 252,411 Sunday—Publishers Statement for Sept. 30, 1952 
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A Sound Concept of Advertising 


The last time the matter of signing agency names to clients’ ads 
was in the news, back in 1943, Apvertistnc AcE deplored the idea edi- 
torially. We did so in the belief that agency credits in advertising 
tend, to whatever small degree, to reduce the credibility and believ- 
ability of an advertiser’s message. 


When the president of Zenith Radio Corp. raised the question 
again in a letter to AA in December, and advanced the possibility 
that “hallmarks” might be used as identification devices rather than 
signatures, we felt that some of our objections were met by this hall- 
mark device, and we printed Cmdr. McDonald’s letter and also asked 
the heads of two score of the largest agencies in the country for their 
opinions. A sampling of their answers appears in this issue. 


We are rather surprised, and also quite pleased, at the near un- 
animity with which these important agency executives reject Cmdr. 
McDonald’s suggestion. Their statements demonstrate a conception 
of the role of an advertising agency which is sound and sensible, and 
which should be extremely heartening to all advertisers. For this 
reason alone, the comments quoted in this issue should be read and 
studied with great care. 


Although seeing and hearing the endless parade of credits passed 
out on radio and TV make it seem unlikely, we still believe that the 
production itself is more important than the names of the producers, 
and that this is specially true in the realm of advertising. By its very 
nature, advertising is a form of ghost writing, and any form of ghost 
writing becomes nonsensical by definition if the ghost occupies the 
center of the stage. 


There seems little likelihood, in view of the attitude of advertising 
agencies, that ads will carry agency signatures or agency hallmarks 
to any degree. But what about the practice which has developed of 
showing agency “credits” in connection with the listing of advertisers’ 
indexes in some periodicals? 


Although somewhat less objectionable than the inclusion of the 
agency name in the ad itself, it strikes us that this too is a device of 
dubious value to the advertiser, designed primarily to please and flat- 
ter advertising agencies. 


Post Office Doesn't Love Trulove 


The Trulove Co. and Jerome Finston, who apparently is Trulove 
in person, have been hit by a postal fraud order as a result of some 
advertising for some scents for which extremely potent results were 
claimed. The Post Office says the “advertising is so improbable as to 
tax the belief of the court,” and that it is designed to appeal to “the 
superstitious, the ignorant and the credulous.” 

Trulove and Mr. Finston insist that perfume ads are “not to be 
taken to be literally true” and admit that the advertising for these 
products was written “poetically and fancifully.”’ They insist, how- 
ever, that their advertising is not essentially different from that for 
many other perfumes, although, since it is written for “the cheaper 
grade” publications, it cannot be expected to have the same tone as 
copy written for high fashion magazines. “My advertising cannot be 
subtle,” Mr. Finston is reported to have said. 


Mr. Finston, we suspect, has a point. We are not prepared to say 
whether the Post Office has acted wisely in preventing Trulove from 
appealing so potently to “the superstitious, the ignorant and the 
credulous,” but we are fully prepared to believe that Trulove adver- 
tising differs in no essential respect from that of most other advertis- 
ing of perfumes, including that addressed to the wealthy, the sophisti- 
cated and the wise. The words and the art may be different, but the 
import is the same. 


The odor exuded by perfume advertising, while different from that 
emanating from the product itself, is usually quite noticeable. 


“Hold it—works fine now!” 


Advertising Age, February 2, 1953 


| Rough Proofs © 


Philip Morris celebrated the ar- 
rival of a king-type baby on the 
“I Love Lucy” television show by 
promptly announcing a king-size 
‘cigaret for Lucy’s admirers. 


mess: 


| A story in AA reports that teen- 
agers are developing so rapidly 
‘these days that the manufacturers 
_of bras are developing a big new 


market. 
~ 


“Harvard professor finds most 
retired execs unhappy,” the story 
says. 
| Their unhappiness stems from 
‘the fact that they’re supposed to 
maintain their accustomed stand- 
_ard of living with half the income. 
} 
| 
| Those rugged he-men who take 
to the woods and experiment with 
/beard-growing are now going to 
be foiled by the introduction of 


—From Calendar and Film Timing Chart 
by Academy Film Productions, Chicago. 


What They're Saying 


the Norelco portable electric 
shaver, designed especially for 
sportsmen. 


Adman’‘s Creed 


man was put on this earth to serve 


for someone, 
proof to me that life’s biggest 


kindness and good will. 

For me to earn the warm thanks, 
expressed in a sincere handshake, 
for something which I have done, 
is reward beyond measure... 

Twenty-three years ago I be- 
came a partner in an advertising 
agency. I determined then that I 
would set aside a part of my time 
to the job of helping—without pay- 
ment or fee—organizations and 
people who had need for the type 
of assistance which I was particu- 
larly qualified to give. 

Since that time I have lived by 
that plan, and while our list of 
business clients is far from the 
most impressive one in our profes- 
sion, our list of charitable, civic 
and national organizations which 
we have assisted, represents an 
effort on my part to really place 


high and universal a plane as I 
can attain. 

That list gives me the most satis- 
faction when I take inventory of 
my assets. 

I am indeed fortunate, because 
I lead a full and happy life. I be- 
lieve that by trying to live use- 
fully I have become a better man 
myself, and in so doing have 
earned the respect of my neighbors 
and the love of my family. What 
more could anyone ask? 

—Leonard N. Simons, partner in 
Simons-Michelson Co., in an article, 


Press. 


A Mass Market 

The American people are not 
cheap. They will willingly pay the 
price asked for any good product 
that serves them well. But remem- 
ber this: the only guarantee of 
freedom that any business has is 
written in its record of service to 
who have never permitted any in- 
dustry that has served them well 
to be picked on, harried or de- 


mankind. The satisfaction I get chise with the mass public in this. 
whenever I have the opportunity to|country. Our economy—political,| baseball that a new Babe Ruth 
accomplish something worth while 
or some group, is| cessful because of our ability to. 


thrills are secured from deeds of| the few. Too many of us are not 


The recent drop in baseball at- 


| litical group. ‘tendance and receipts isn’t due to 


I believe, with all my heart, that In my opinion, we are in danger televising the ball games, says Phil 


of losing this very important fran- | Wrigley. 


There’s nothing wrong with 


social and economic—has been suc- Couldn’t cure. 

convey ideas to the masses, not to. . 

“Hats off to Cadillac!” exclaims 
doing an all-out job of selling our Willys, which realizes that when 
customers, the masses, on the fact | you get in a Cadillac or other 
that the service we provide is an modern car, your hat comes off 
essential part of the thing that | automatically. 

makes this country tick. 

Too many businesses are being 
operated on the theory that the | Justice and virtue always tri- 
people on this side of the tracks or umph in the television crime 
that side of the tracks are the only | shows, but not soon enough to 
possible prospects for their prod- | benefit the advertiser, says Ed 
ucts. Too many of us are talking a' Weiss, advertising’s Sigmund 
language our prospects cannot Freud. 
understand. Too many of us do not | 
understand that America is a 
truly mass market—that every-| The apostles of strictly volun- 
body everywhere is interested in tary circulation added a strong 
everything that goes on, is a pros- recruit when Cosmopolitan de- 
pect for almost every kind of mer- | cided to sell advertising on the 


. j * 
chandise. basis of newsstand sales only. 
—Arthur H. Motley, president, Parade | 
Publication, speaking at the Sales Ex- e 


ecutives Club of New York, | 


service to my fellow man on as | With the new Northern Paper 


oasis ie 


Story with a Moral 

Arthur (Superflash) Keymer of 
Sylvania Electric swears it actual- 
ly happened. His nine-year-old 


Mills-Marathon merger, the slo- 
gan may vary the political appeal, 
“From the cradle to the grave,” by 
emphasizing “From the kitchen to 


“This I Believe,” in the Detroit Free | 


the American people—a people 


stroyed by any member of any po- | 


son, whose consuming passion is the bathroom.” 
motor trucks, was listening to the 
radio. 

He listened with greater interest Television will enable the pub- 
than usual because the commercial lic to share the benefits of a 
was all about a used truck. The an- shorter political campaign, Bill 
nouncer described the body, the | Paley told the Poor Richard Club. 
cab, the wheels, the tires, the paint! That’s right—Arlene Francis 
job and dwelt at length on the looks a lot better on the screen 
great value the truck offered at than most politicians. 
| $200. The boy listened to the end. | 

Then he went to the telephone ° 
and called the advertiser. He was’ The Post Office has decided that 
calling, he said, to ask one ques- perfume advertisers can’t promise 
tion: Did this wonderful truck also their lady customers to make men 
have an engine? Somewhat taken their slaves, but the gals will keep 
aback, the advertiser sputtered that right on trying. 
of course it had. 

But the advertising moral, we ° 
suggest, is at least two-fold: Never | The artist, says Dale Nichols, 
tell an incomplete story. And don’t | ves in & world of dreams 
| overlook the obvious points that at But he oft t d , ak 
| least some of your audience will be ee a 


int sod te /enin g from the commercial- 
‘hos —_— 4 : |minded art director. 
| —Proofs to Client, published by Har- 

old F. Stanfield Ltd., Toronto. Copy Cus. 
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Now in its 20th 
Consecutive Year of Total 
Advertising Leadership in 
Philadelphia 


Che Philadelphia Mnguirer 3 


Constructively Serving The World’s Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5858; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 


DELAWARE VALLEY 
U.S.A. 


ADDS VAST POTENTIAL TO PHILADELPHIA 
. «+ AMERICA’S 3°° MARKET ! 


Into Delaware Valley flows 11% billion dollars for industrial 
development. 1% million families benefit from growing 
payrolls, spending well over 4 billion dollars yearly. This 
spending—with no end in sight—pipelines profits to 
your pocket. 


Straightest line to Delaware Valley sales of your products 
lies through THE PHILADELPHIA INQUIRER... Construc- 
tive Valley leader and first in advertising power from one 
end of this area to the other. With more than half of Valley 
residents and purchasing outside Philadelphia, this intensive 
coverage pays off. Hundreds of INQUIRER advertisers 
already profit by this fact. 
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Appoints Newspapers South 


The News-Tribune, Rome, Ga.., | 
has named Newspapers South Inc., 
Memphis, to represent it nation- housewares products, 


ally. 


Four Clip Books of Ready-To-Use Art—hundreds 
of art proofs—absolutel ce if you'll just 
examine our new monthly art service. Saves 


t—requegt yours on com- 

include the current 

1 our new art service (only ss 5 a 
month) on 10-eg approval. No obiigttion. 
Send no money. rite today. 


HARRY VOLK JR. ART STUDIO 
Hi 600 Central Bidg., 


any letterhead. 
rY 


~ | WGN-TV 
| seven years, has joined Southwest 


| Breck Names Ingalls-Miniter 


Joseph Breck & Son, Boston 
distributor of garden, gift and 
has ap- 
| pointed Ingalls-Miniter, Boston, to 
handle its advertising. Previous- 
ly, Maxwell Sackheim & Co., New 
York, had the account. 
| Hotels Name Miss Swanson 

Lee Swanson, with WGN and 
in Chicago the past 


| Operated Hotels Inc., Phoenix, as 
| sales promotion and advertising 
| manager. 


| Weil Leaves Excello Shirts 

Harry H. Weil, president of 
Excello Shirts Inc., and v.p. of F. 

| Jacobson & Sons Inc., both of New 


| York, has severed his connection 
Atlantic city, N. 3. | with both companies. 


Jettrey Boosts 2, Hires 1 
Jeffrey Mfg. Co., Columbus, O., 
manufacturer of mining, process- 
ing and materials handling equip- 
ment, has promoted A. D. Mahoney 


Advertising Age, February 2, 1953 


Commercial Banks to Spend $61,000,000, 


a New High, on Advertising This Year 


New York, Jan. 28—Commercial 


department, divides commercial 


to sales promotion manager on all! banks will spend a record $61,-, banks into six categories on the 


products. L. H. McReynolds has) 
been promoted to manager of min- | 
ing section advertising. Mr. Ma- 
honey and Mr. McReynolds have 
been with the company for 38 and 
32 years, respectively. Nevin J. 
Rodes, formerly account executive 
with Kight Advertising, Columbus, 
has been appointed manager of 
conveyor section advertising. 


Brite Mfg. Names Agency 


Goldsmith & Tregar, Providence, 
R. L., has been appointed to handle 
advertising for Brite Mfg. Co., 
Providence manufacturer of watch 
bands. Trade publications and di- 
rect mail will be used. 


000,000 on advertising this year, a 
survey by the American Bankers 
Assn. indicates. This will be an 
increase of $13,000,000 over last 
year and more than double 1946 
expenditures. 

For the second consecutive year, 
a major share of the outlays will 


be devoted to encouraging thrift 


and savings, the survey finds. 
Newspapers are.to get the largest 
part of the advertising, with tele- 
vision in last place among !12 me- 
dia mentioned. 

The survey, conducted annually 
since 1946 by ABA’s advertising 


oines Elects 


One 


Successful News Operations 


HOOPER-SIZED TO... 


Of The Nation's Most 


ANY KRNT WEEK-DAY QUARTER-HOUR NEWSCAST 


IS THE HIGHEST-RATED NEWSCAST IN DES MOINES 


@ KRNT's first quarter-hour news at 7:15 a.m. gets a whopping Hooper of 12.5 with 77.4%, share of 
the audience. Hooper proves it again and again — any KRNT week-day quarter-hour newscast is the 
highest-rated newscast in Des Moimes. New ratings tell this OLD news-story: 


Don Soliday news 
Paul Rhoades news 


KRNT HAS HIGHEST HOOPERS 
MORNING, AFTERNOON & EVENING 


@ KRNT's huge Hoopers for newscasts insure a big buying audi- 
ence for any KRNT show! Again and again, Des Moines’ BIG 
audience day and night is delivered by KRNT, the BIG-time buy. 
Morning — KRNT, 43.5%. Afternoon —KRNT, 48.6%. Eve- 
ning — KRNT, 39.5%. Proof again that you're right when you 


buy KRNT! 


Katz Represents That Very Highly Hooperated, Sales Results 
Premeditated, CBS Affiliated Station In Des Moines 


(ite Phiekiak ih hee teens a 7:15 a.m. 12.5 
tae A Sin ie ae ahaha are. Oe 8:00 a.m. 14.6 
Db AAahie weed Bind baths 12:15 p.m. 11.8 

Re Lee ne ae 6:00 p.m. 15.0 
0 EE OOP eee ee T eee 10:00 p.m. 9.2 
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77.4°/, 
61.1%, 
60.4%, 
65.6%, 
51.8%, 


Share 
Share 
Share 
Share 
Share 


SOURCE: C. E. Hooper 


Audience index, 
November, 1952 


basis of their deposits. 

| On this basis, it finds ad expen- 
ditures by the average bank in 
each category will be as follows: 


Average 
Bank Deposits Ad Outlay 
Under $1,000,000 ...... $557 
$1-$5,000,000 ......... $1,235 
$5-$10,000,000 ........ $3,471 
$10-$25,000,000 ....... $7,498 
$25-$75,000,000 ..... $20,015 


| Over $75,000,000 ....$86,410 

| 

| a ABA emphasizes that these are 
only average figures and that there 
are wide variations within each 
group. It also stresses that these 
figures are not recommendations 
by the association. 

The average planned expendi- 
tures are higher this year for all 
groups, the survey says, with banks 
of under $1,000,000 deposits show- 
ing the greatest (25%) increase 
over last year. 

According to ABA, the greater 
emphasis to be placed again on 
thrift and savings reflects growing 
recognition by banks of the impor- 
tance of savings to banks and the 
nation’s economy. It also indicates 
a strong bid by commercial banks 
for a larger share of the savings 
business. 


s The 1946 ABA survey found that 
thrift and savings ranked only 
tenth in importance. ABA also 
points out that savings banks, 
which devote most of their adver- 
tising to the thrift theme, are not 
included in the survey. 

Savings are followed in order 
of importance, as to advertising 
emphasis, by checking accounts, 
auto loans, personal loans, mort- 
gage loans and farm production. 
Media, in order of importance, aft- 
er newspapers, are printed litera- 
ture, calendars, lobby displays, ra- 
dio, letters, window displays, spe- 
cialties, outdoor, movie and thea- 
ter advertising, car cards and tel- 
evision. 


1941 Booklet on 
Ad Restrictions 
Revised by ANPA 


NEw York, Jan. 27—The Amer- 
ican Newspaper Publishers Assn. 
has issued a 1952 revision of its 
1941 bulletin, “Government Takes 
a Hand More and More in Ad- 
vertising Matters.” It is available 
as Advertising Bulletin No. 41— 
1952. 

In addition to reviewing a num- 
ber of attacks on advertising by 
public figures and government of- 
ficials, the booklet sums up var- 
ious restrictions on advertising 
by physicians, dentists, automo- 
bile dealers, banks, etc. 

There is a section listing text- 
books which contain criticisms of 
| advertising. 

The appendices offer arguments 
against a proposed tax on adver- 
tising and against efforts to dis- 
allow advertising expenditures as 
tax deductible items. 


Launches Cotton Drive 

Canadian Cottons Ltd., Montre- 
al, will launch the first major con- 
sumer advertising campaign in 
its history this spring for its King- 
cot products. Scheduled to break 
about May, the promotion will con- 
centrate on blanket sheets, denims, 
crib blankets and diapers. Initial 
schedule includes pages in Chate- 
laine, McLean’s, Men’s Wear, Style 
and newspaper advertising. An- 
derson, Smith & Cairns, Montreal, 
is the agency. 


Bailey Joins Beaumont, Heller 

Kenneth W. Bailey, who recent- 
ly resigned as a v.p. of O. S. Tyson 
& Co., New York agency, has 
joined the staff of Beaumont, Hel- 
ler & Sperling, Reading, Pa., as 
an account executive. 
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“These multiple-unit 


of PB’s Data & Specifications File 
published in May for 91,000 
» building men 


Builders and contractors say they use PB’s annual 
Data & Specifications File 5 to 50 times more than any 
other building reference source. 


Remember: The builder is a manufacturer just like you. The materials 
and equipment he buys are the raw materials with which he builds 
his homes, stores, schools, recreational buildings, factories, ete. 

He’s got to know more than the price of your product. That’s only 
one of his costs. Maybe his biggest cost is the labor of installing it. 
Maybe he thinks it costs more than it does to install because he doesn’t 
know, and you haven't told him. 

That’s why when the builder is planning his homes or jobs from 
PRACTICAL BUILDER'S May Data & Specifications File, your most glam- 
orous advertisement is your own (or your client's) specification sheet. 5 South Wabash 


Where more advertisers place more builder advertising than in any other magazine. 
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| New England Weeklies Elect 


|the News, Mansfield, Mass., has 
/been elected president of the New 
‘England Weekly Press Assn. 
‘Other officers elected are: Wil- 
‘liam Rotch, publisher of the Cab- 


‘bert Baram, association general 
joer, reelected treasurer. 


Peter Pan Maps Campaign 


Peter Pan Foundations, New 
York, will break a special Paris 
|promotion drive in June with a 
-\color spread in McCall’s. Other 
| magazines on the list are Charm, 
‘Good Housekeeping, Harper’s Ba- 
zaar, Modern Bride, Seventeen 
and Vogue. Ben Sackheim Inc. 
(handles the account. 


Two Join Robley Louttit 


J. Dudley Marks, formerly_ac- 
count executive with deSauve-Pine 
& Associates, Providence agency, 
and Brenton G. Meader, previous- 
ly commercial manager, radio sta- 
tion WHIM, Providence, have been 
appointed account executives of 
T. Robley Louttit Inc., Providence 
agency. 


»@ K\ ‘ Se ma” 9 = el 


* 


lncomplere .. like a media schedule 
without The Elks for April. 


The Elks Fifth Annual April Fishing Issue will get peak 
attention from more than 600,000 known fishermen among 
the 1,091,195 reader-owners of The Elks ... a mass market 
of mature men with incomes double the national median. 
A better-than-ever advertising value for fishing equipment Davidson Joins Ad Bureau 


i Jerome J. Davidson has been 
advertisers ... at a cost of only $2.14 per page per thousand. appointed to the eastern sales staff 
of the Bureau of Advetising, 
American Newspaper ®*blishers 
Assn., New York. Mr. Davidson 
formerly was New York sales rep- 
‘resentative for Williamson-Dickie 


|Mfg. Co., Fort Worth, Tex. 


may: ‘ 
igacport, 


THE 


Jones to Beaumont & Hohman 


| Garth B. Jones has joined the 
|Los Angeles office of Beaumont 
|& Hohman to serve in copy, con- 
tact and merchandising capacities. 
He was previously advertising as- 
sistant at the Security First Na- 
tional Bank, Los Angeles. 


YOU MIGHT COAST A MILE IN 66 SECONDS*— 


MAGAZINE 


NEW YORK « CHICAGO « DETROIT « LOS ANGELES 


BUT... 


YOU WONT GET FAR 
IN WESTERN MICHIGAN 
WITHOUT THE 

FETZER STATIONS! 


If you want to break sales records in Western 
Michigan, climb aboard the Fetzer pacemaker—- 
WKZO-WJEF in radio, WKZO-TYV in television. 


WKZO-WJEF RADIO 
WKZO, Kalamazoo, and WJEF, Grand Rapids, 


are Western Michigan’s outstanding radio values. 
Together, they deliver 75% more Kalamazoo 
and Grand Rapids listeners than the next-best 
two-station choice in these two cities—yet cost 
20% less! Rural audiences are BIG, too. 1949 
BMB figures credited WKZO-WJEF with a 
52.9% increase over 1946 in unduplicated 
nighttime audience, a 46.7% daytime increase, 


and there is good reason to believe similar gains 
have been registered since 1949. 


WKZO-TV 


WKZO-TV, Channel 3, is the Official Basic CBS 
Television Outlet for Kalamazoo-Grand Rapids. 
It delivers an excellent picture to more than a 
quarter-million TV homes in 28 Western Mich- 
igan and Northern Indiana counties—a bigger 
television market than Rochester, New Orleans 
or Seattle! The October 1952 Videodex Report 
proves that WKZO-TV gets 106.1% more after- 
noon viewers—and 213.4% more evening 
viewers—than Western Michigan’s other TV 
station! 

Get all the Fetzer facts, today. Write direct or 
ask Avery-Knodel. 


*In 1946, the Republic Miners ran four one-mile heats at Lake Placid in 4:24.3 for an average of 


66 seconds per mile. 
WKZ0-TV WKZO 


m KALAMAZOO 

ann GREATER 
WESTERN MICHIGAN 

(CBS RADIO) 


‘ tort GRAND 
ano KENT COUNTY 
«(eas RADIO) 


ALL THREE OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


Edward Fowler, publisher of) 


inet, Milford, N. K., v.p.; William | 
Wright, publisher of the Tribune, 
Sanford, Me., secretary, and Ro-| 


Advertising Age, February 2, 


Getting Personal 


David Fenwick, Los Angeles account executive for Calkins & Hol- 
den, Carlock, McClinton & Smith, is a new member of the Presi- 
dent’s Associates of Occidental College. ..Cowles Magazines’ promo- 
tion director George Benneyan has been elected a deacon of the 
Congregational Church in the Highlands, White Plains, N. Y.... 


E. K. Gaylord, publisher of the Daily Oklahoman and Times, 
Oklahoma City, will be honored on the occasion of his fiftieth an- 
niversary with the newspapers at a dinner there March 2. The di- 
rectors of the Southern News- 
paper Publishers Assn., of 
which Mr. Gaylord is a past 
president, will attend the din- 
Se 

Julien Elfenbein, Haire pub- 
lications editorial director, 
whose use of a walkie-talkie 
for editorial purposes at the 
Chicago furniture and house- 
wares shows was reported re- 
cently in AA, used the device 
to bring quick first aid to sev- 
eral show visitors who col- 
lapsed on the floor... 

Ubiquitous Rod Maclean, as- 
sistant v.p. and advertising di- 
rector, Union Bank & Trust 
Co. of Los Angeles, has been 
named a director of the Cali- 
fornia Safety Council for 1953 
...Ken Laird, v.p. of Tatham- 
Laird, Chicago, is serving as 
chairman of the Illinois mass 
communications committee for 
Brotherhood Week (Feb. 15- 


VACATIONERS—Here are Mr. and Mrs. Ed- 
ward Anthony (he’s publisher of Collier's 


1953 


and Woman’s Home Companion) enjoying 
the sun on a recent holiday in Nassau. They 
returned to New York Jan. 23. 


22), sponsored by the National 
Conference of Christians and 
Jews... 


Three admen are on a panel 
of examiners to screen personnel seeking civil service art positions 
with the City of Los Angeles: Victor P. Mall, The Holzer Co.; John 
Gruen, Foote, Cone & Belding, and Mervin Fox, Jones Decorating. . . 


Ralph L. Atlass, general manager of Station WIND, Chicago, and 
Mrs. Burtus Bishop were married, early in December, at the home 
of his brother, H. Leslie Atlass, v.p. of WBBM-CBS. The bride and 
groom have returned to Chicago following a honeymoon in Miami 
and Nassau, aboard Mr. Atlass’s yacht, WIND II... 


Thomas F. Ferguson, co-publisher and managing editor of the 
Evening Herald, Manchester, Conn., has been elected a member of 
the board of directors of the Manchester Trust Co... 


EXPLORERS—These are the eight main speakers and the coordinator for the inaugural 
course called ‘Explorations into Advertising,” a project of the educational committee 
of the Advertisers Club of Cincinnati and University of Cincinnati Evening College. 
Seated (I. to r.): Thomas Martin, v.p., Stockton-West-Burkhardt; Mrs. Alberta Burke, 

resident, Burke Marketing Research Inc.; Will F. Caldwell, publicity director, Kline’s, 
End course coordinator; and Wm. Kesley Downing, sales promotion manager, Globe- 
Wernicke Co. Standing (I. to r.): Bernard Barth, assistant director of TV operations, 
WLW-T, D and C; Edward Sundermann, v.p., Progress Lithographing Corp.; Sprague 
Mullikin, v.p., Perry-Brown Inc.; George Service, v.p. and account executive, Ven- 

able-Brown; and Russell Condit, Procter & Gamble. 


Parents’ Magazine Publisher George Hecht and Mrs. Hecht are in 
the midst of a ten-week trip around the world by air...James M. 
Boerst, owner-publisher of Executives Radio-TV Service in Larch- 
mont, N. Y., has a new son, Joseph Alan, born Dec. 27 in Port Ches- 
ter. The new arrival has one brother and two sisters to keep him 
company... 

Chairman of the New York Heart Fund’s 1953 campaign is Robert 
E. Kintner, president of American Broadcasting Co. National chair- 
man is Batten, Barton, Durstine & Osborn board chairman, Bruce 
Barton. .. 

Hank Wilson, business news editor of WOR and WOR-TYV, is a 
first time father. His son, Douglas Henry, was born Jan. 6.. .Tele- 
vision producer Robert Montgomery, who hasn’t been able to host 
his shows lately, is recovering from pneumonia, the aftermath of a 
fall on the ice near his farm in Millbrook, N. Y... 

Three Hub admen have been named to the board of governors of 
the newly established Human Relations Center at Boston University. 
They are: Jack Casey Jr. of McCann-Erickson; Edward C. Donnelly 
Jr. of John Donnelly & Sons, and Joseph Kaplan of Colonial Tan- 
ning Co... 
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Rankings of leading magazines 


LIFE 


and supplements in food and food 
product advertising revenue 
1946—1952 


Source: P. I. B. 


FAMILY CIRCLE 
THIS WEEK 


WOMAN'S DAY 


SATURDAY EVENING POST 


@ LADIES’ HOME JOURNAL 
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4 BETTER HOMES AND GARDENS 
nt e 

© ms @ AMERICAN WEEKLY 


oe MCCALL'S 
“Se awe eng NOMAN'S HOME COMPANION 


_—— GOOD HOUSEKEEPING 
LOOK 


See 
q Parace 


The difference you see here reflects the differ- 
ence America’s food advertisers have seen, in 
the years since World War Il, between LIFE 
and all other magazines. 


9 Rockefeller Plaza, New York 20, N. Y. 
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Have Identified Announcer Show Product 
on TV Commercials, Researcher Advises 


PHILADELPHIA, Jan. 27—Demon- on a TV commercial is much more 
stration of a product in a television effective than an unidentified an- 
commercial is much more effec-, nouncer. 
tive than a straight commercial.| These are some of the points 

Also, an announcer identified brought up by Leyton Carter Jr., 


| i ee 


These are the newspapers 
that cover 3 of the 4 Quad-Cities 


| aaa BBI per capita is 11th among 162 Metropolitan Areas ' 
o<r>, 


CK ISLAND chi = =MOLINE | 


Brae eau mees 


resentative 


|director of television research, 
| Gallup and Robinson, in a report 
_on the effectiveness of commercials 
'in nine cities which have three or 
more television outlets. He spoke 
|}at a dinner meeting last week of 
the Philadelphia chapter of Amer- 
ican Marketing Assn. 

“Viewers remember a convinc- 
ing sales argument during a com- 
mercial even when they forget 
the sponsor or the product,” Mr. 
Carter said. Also, the Gallup and 
Robinson organization found that 
when the speaker is identified 
there is a gain of one-third re- 
remembrance, 

They also found that when one 
product is advertised on a half- 
hour show the average percentage 
of remembrance is 55%. When two 
products are advertised, there is 
34% remembrance on each prod- 
uct. When three products are pro- 
moted, there is a remembrance of 
22% on each. In an hour show, he 
said, where a cooperative spon- 


uct. 


sorship is arranged, there is only | 
| 31% remembrance on each prod- 
| 


Advertising Age, February 2, 1953 


| The speaker also recommended 
, that a sponsor should never try 
| to pack too many ideas into one 
commercial. The personal inter- 
views based on recall showed that, 
where six ideas are presented, 
remembrance is 26%. Where nine 
ideas are given, remembrance 
drops to 14%. 


Mennen Starts TV Spot Drive 


Mennen Co., Newark (Kenyon 
& Eckhardt), will start a TV spot 
campaign in New York (WOR- 
TV), Philadelphia (WCAU-TV) 
and Washington (WTOP-TV) 
next month. In New York Mennen 
will co-sponsor “Broadway TV 
Theater.” In the other cities its 
men’s toiletries line will be pro- 
moted on news shows. 


Martin to Control Products 


Control Products Co., Harrison, 
N. J., has appointed George Homer 
Martin Associates, Newark agency, 
to handle advertising for its CPI 
therma! devices for the aviation 
industry and industrial consumers. 
Aviation and industrial trade pub- 
| lications will be used. 
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Cn the fd Kound-he-Clock / 


In Indianapolis, as in Bagdad . . . there’s a pair of sweethearts on the job 


serving you continuously. In the morning your customers’ first love is 


The Indianapolis Star, Indiana’s largest newspaper. In the evening, it’s 


The Indianapolis News, the state’s number-one evening paper, 96% 


home delivered. Together, they’re a luscious pair for attractive sales 


figures in this 2-billion dollar market, covering all of central Indiana. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR 
Morning and Sunday 


YOUR FIRST TEAM FOR SALES 


THE INDIANAPOLIS NEWS 


Evening 


IN 


INDIANA 


We're No. 1 Brewer 
Sixth Year in Row, 
Schlitz Copy Says 


MILWAUKEE, Jan. 28— Jos. 
Schlitz Brewing Co. ran large- 
space newspaper ads this week to 
point out that its sales topped all 
its competitors in 1952. 

Schlitz sold 6,347,295 barrels of 
beer, setting a new world’s record 
for the sixth straight year. In 1947 
Schlitz was No. 1 producer with 
4,000,000 barrels. It has led ever 
since. 

Ads this week say that millions 
of beer lovers have voted Schlitz 
the most popular beer in the world. 
The company attributes its rise, 
however, not only to plain demand 
but to improved brewing methods, 
research and technological advan- 
ces, marketing analyses, and ag- 
gressive advertising and sales pro- 
motion. 

Schlitz has invested more than 
$56,000,000 in an expansion pro- 
gram begun in 1945. A new $20,- 
000,000 plant in Los Angeles also 
may be built. This would boost 
Schlitz’ annual capacity to more 
than 8,000,000 barrels. 

Lennen & Newell is the Schlitz 
agency. 


Police Chiefs Finally 


Get Own Magazine 


New York, Jan. 27—With pub- 
lication this month of the first 
issue of Law and Order, the na- 
tion’s some 5,000 police chiefs now 
have a professional journal all 
their own. 

Said to be the first publication 
ever designed specifically for top 
law enforcement executives, Law 
and Order, is starting with a guar- 
anteed circulation of 5,155 but ex- 
pects to expand shortly to 10,000. 

Publisher of the new monthly 
is Wiliam C. Copp, an advertising, 
public relations and _ publishers’ 
representative since 1934. The 
editor is Lee E. Lawder, who has 


, had stage, store management and 
free lance writing experience. 
| There will be no advertising in 
'the first three 16-page editions. 
Page size is 7x10”. Rates, pro- 
rated on the basis of a minimum 
guaranteed circulation of 5,000, 
will range from $87.50 for a half- 
page to $150 for a page and $250 
for a spread. 

Law and Order has offices at 
303 W. 42nd St. here. 


Henri, Hurst Boosts Eight 


Henri, Hurst & McDonald, Chi- 
cago, has promoted eight staff 
| members. Promoted to account ex- 
|ecutives are Jack J. Westerman, 
| Ray C. Karsted, Bill H. Henri, and 
| Jim Shaw. Mr. Shaw continues 
las a radio and television writer- 
producer. Bob A. Talpas moves to 
assistant account executive; Joe 
|D. Probst to executive service 
manager; Lloyd G. Whowell to 
senior production manager, and 
Hank H. Cobb to junior produc- 
tion manager. 


Goldblatt Boosts Nordenberg 


Goldblatt Bros. Inc., Chicago 
department store chain, has pro- 
moted Seymour Nordenberg to 
general sales manager, a new post. 
Mr. Nordenberg has been mer- 
|chandise manager in charge of 
| drug, cosmetic, stationery, notions, 
and tobacco departments. In his 
| new post, he also will be in charge 
‘of advertising and promotional 
programs. 


| 
Littleton to Fred Gardner Co. 
J. Eugene Littleton, formerly 
assistant v.p. for the Kitchen- 
| Wares division, United Aircraft 
| Products Inc., has been appointed 
|merchandising manager of Fred 
Gardner Co., New York. 


P&G Names B&B for Pert 

Procter & Gamble Co. has ap- 
|/pointed Benton & Bowles, New 
| York, to handle advertising for its 
/'new home permanent, Pert, effec- 
‘tive Feb. 1. Biow Co. previously 
‘handled this account. 
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Starting Feb. 1 


e Columbus Citizen 


parade 


delivers its 36th market through 


| 
5 


Giving Parade advertisers 56 per cent coverage of the 
important Columbus, Ohio, metropolitan market . . . with 
an effective buying income well above national average. 


No other syndicated Sunday magazine covers this vital market. 


[parade 


THE SUNDAY PICTURE MAGAZINE 
OF 36 LEADING NEWSPAPERS 


CGN OgeGy 


NOW 36 DISTRIBUTING NEWSPAPERS 
NOW 29 EXCLUSIVE MARKETS 


MORE distributing newspapers than any other 
syndicated Sunday magazine... and 


MORE markets with over 50 per cent family coverage 


MORE exclusive markets reached by no other syndicated 
Sunday magazine 


MORE cities with no ether Sunday newspaper 


MORE advertising readers per dollar of ad cost 
(twice as many as any of the big 3 weekday magazines) 


MORE power to you! 


ro roms 


UP, IN NUMBER DISTRIBUTING NEWSPAPERS 


Newspapers 
distributing 


parade 


AKRON Beacon Journal 

ALBUQUERQUE Journal 

BOSTON Post 

BRIDGEPORT Post 

CHICAGO Sun-Times 

COLUMBUS (Ga.) Ledger-Enquirer 
> COLUMBUS (O.) Citizen 

CORPUS CHRISTI Caller-Times 

DENVER Rocky Mountain News 

DETROIT Free Press 

EL PASO Times 

ERIE Dispatch 

FORT WAYNE Journal-Gozette 

GREENVILLE (S.C.) News 

HARRISBURG Patriot-News 

HARTFORD Courant 

INDIANAPOLIS Times 

LITTLE ROCK Arkansos Gozette 

LONG BEACH (Coalif.) Press-Telegram 

MACON Telegraph & News 

MADISON Wisconsin Stote-Journal 

NEWARK Star-Ledger 

NEW BEDFORD Standard-Times 

NORFOLK Virginian-Pilot 

OAKLAND Tribune 

PEORIA Journal-Star 

PORTLAND (Maine) Telegram 

QUEENS (N. Y.) Long Island Press 

ROANOKE (Va) Times 

ST. LOUIS Post-Dispatch 

SAN DIEGO Union 

SCRANTON Scrantonian 

SYRACUSE Herald-American 

WASHINGTON Post 

WICHITA Eogle 


YOUNGSTOWN Vindicator 
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Advertising Age, February 2, 1953 


The Fourth of a Series on ‘Everybody's Business’ ... 


Congress Must Decide: Is Post 
Office a ‘Business’ or a ‘Service’? 


Should All Classes of Mail Pay Their Own Way? 
Is Cost Ascertainment a Sensible Accounting Method? 


000. 


users of special postal services. 


His campaign made little prog- 
ress because mail users argued 


ducing reforms, and that its rate 
appeals were based on unrealistic 
applications of cost accounting 
statistics. 


@ While the deficit may be reduced 
through more aggressive modern- 
ization and mechanization pro- 
grams, there is little reason to be- 
lieve that the new administration 
can avoid the rate problem. 

Experts who studied the de- 
partment for the Hoover Commis- 
sion estimated that about $90,000,- 
000 might be saved through the 
introduction of better management 
methods and another $60,000,000 
through the use of improved meth- 
ods and equipment. 

Many of these savings are pos- 
sible only through building pro- 
grams and major capital invest- 
ments which the post office has 
not been able to carry out. 

Other of the Hoover Commission 
operating suggestions have already 
gone into operation and the sav- 
ings are reflected—at least in part 
in the fiscal problem which Mr. 
Summerfield inherits. 


# But in the long run, the new ad- 
ministration has to decide whether 
a percentage of postal operating 
costs rightfully falls on the public, 
and it must fix that percentage. 

Then it must decide which 
classes of mail users should pay 
higher rates. 

A quick briefing on postal his- 
tory will show Mr. Summerfield 
that deficits are nothing new. His- 
torically, Congress has agreed that 
postal costs and rates should re- 
flect considerations of public pol- 
icy, so in 87 of the past 100 years 
the department’s expenses have 
exceeded its revenues, 

Jesse Donaldson considered his 
mounting deficits as a badge of 
shame and a burden on the service. 

He feared that people would con- 
clude that the department was in- 
efficiently administered, and he 
felt Congress—in an effort to 
maintain a reasonable relationship 
between income and expense— 
would hesitate to appropriate all 
the funds which he considered nec- 
essary for the operation of the 
service. 


# During World War II, the de- 
partment had enjoyed three profit- 
able years. With business booming, 
and millions of people moving 
about, its “sales” went from $767,- 
000,000 in 1940 to $1,314,000,000 in 


portation and rents which make 
up 97% of the department’s ex- 
penditures were frozen to prewar 
levels. 


up far more rapidly, as workers, 


persuasively that the department, 
had dragged its feet on cost-re-| 


railroads, airlines and landlords| 


By Stanley E. Cohen 


Arthur Summerfield, who has just taken over direction of the de- 
‘partment, will discover that the $669,000,000 deficit is one of the most 
* troublesome problems facing the new national administration. 
His predecessor, Jesse Donaldson, the first career employe to head 
the service, felt most of the deficit should be liquidated through a series 
of sharp rate increases on publishers, direct mail advertisers and the 


| pressed for the adjustments which 
| were needed to cover the costs that 


piled up during the wartime and 
postwar inflation. 

In the postwar period, payrolls 
(which are about two-thirds of 
postal expenditures) went from 
$858,000,000 to $1,995,000,000 and 
transportation—which is roughly 
another fourth of total expenditure 
—from $194,400,000 to $616,600,- 
000. 


# The conflicting appeals of Jesse 
Donaldson and leading mail users 
left many of the members of the 
House and Senate postal com- 
mittees with a feeling of helpless- 
ness. 

Mail users would argue that a 
substantial percentage of postal 
cost is rightfully a charge against 
the taxpayers because the postal 
service operates in areas where no 
profit-minded business could ever 
go. 

But the Postmaster General 
stubbornly answered that existing 
law left him no choice but to 
charge the cost of service against 
the classes of mail that use it. 

Twice during the postwar peri- 
od, Congress enacted rate increase 
bills, but in both instances the 
bills carried pay riders which 
more than offset the anticipated 
revenues. 


s Most members of Congress rec- 
ognize that the time has arrived 
for some fundamental decisions 
about postal rate making, and 
there is mounting outside pressure 
for legislation which will estab- 
lish an equitable basis for future 
rate making. 

Sen. Frank Carlson (R., Kan.), 
chairman of the Senate post office 
committee, will push for a joint 
congressional committee or a spe- 
cial commission to dig into postal 
operating and rate problems, with 
the objective of pinning down 
long-range solutions. 

Some members of Congress, like 
Rep. Katherine St. George (R., 
N. Y.), believe that the enactment 
of legislation establishing postal 
rate policies will make it possible 
to turn the mechanics of rate- 
making over to an independent 
board. 

But other members of Congress 
fear that an independent board 
might not appreciate the consider- 
ations which enter into rate-mak- 
ing. Rep. Robert Corbett (R., Pa.), 
a ranking member of the House 
postal committee, recently told 
Mrs. St. George he might agree 
to a staff of experts on postal mat- 
ters, but he would not stand for 


1945. Moreover, the salaries, trans- | any arrangement which permitted 
| rates to become effective without 
| act of Congress. 


s Actually there are already two 


In the postwar period, postal areas in which rates are made 
business continued to mount,| without act of Congress. Under 
reaching $2,153,000,000 for the cur-| 
rent fiscal year. But expenses went | 


existing law, the Postmaster Gen- 
eral can go to the Interstate Com- 
merce Commission for adjustments 
in parcel post rates. 


‘Bank, Dallas; 
chairman of the board, Philip | 


Alfred E. Lyon, 


| Morris & Co. Ltd.; Charles A. 


Three years ago he petitioned 
| ICC for a $100,000,000 parcel post 
‘hike, and supported his request 


/by arguing that the department’s | 
cost ascertainment report indicated | 

WasHINGTON, Jan. 29—During the current fiscal year, the Post Office a substantial parcel post “deficit.” 
Department expects to take in $2,153,000,000 and to spend $2,822,000,- ICC granted his request in full, 


and at the present time the depart- 
ment is back before the ICC with a 
request for another $128,000,000 
parcel post increase. 

As a result of legislation which 
was passed by Congress two years 
ago, the Postmaster General may 
also adjust the rates for insured 
and c.o.d. mail to reflect “cost.” 
There has already been one sub- 
sequent increase in these rates as 
a result of the delegation of au- 
thority. 


= During the 1951 postal hearings 
the Magazine Publishers Assn. said 
the least Congress should do is 
equip itself with a sufficient staff 
of experts so that it is in a position 
to evaluate the arguments that are 
presented in rate cases. 

“Here are 25 or 30 of you in the 
House, including the committee 
staff, and 13 to 20 more in the 
Senate, and you have to decide a 
full schedule of rates and lay down 
policy for an organization that ex- 
tends into every village and every 
RFD box in the United States,” 
A. L. Cole, business manager of 
Reader’s Digest, and chairman of 
MPA’s postal committee, pointed 
out. 

“By contrast, the New York 
State Public Service Commission, 
which deals with matters affect- 
ing only one state, employs a total 
of 595 full-time people, including 
accountants, engineers and field 
inspectors. 

“It seems to me you need some 
kind of protection against this 
endless drain on your necessarily 
limited time.” 


= Robert Heller and Associates, 
Cleveland management engineer- 
ing firm, which studied the post 
office for the Hoover Commission, 
thought Congress could write a 
basic postal rate law which would 
establish a foundation for rate 
making, and then let the Post- 
master General issue schedules 
which would become effective un- 
less suspended by congressional 
action. 

The Hoover Commission itself, 
which included experienced legis- 
lators, steered clear of the Heller 
proposal. While it agreed that the 
Postmaster General should estab- 
lish the rates for minor postal 
services, it felt Congress alone un- 
derstands all the intangibles that 
enter into rate making. 

“Certain postal rates,” the Hoo- 
ver Commisssion said, “are fixed 
not primarily to provide postal 
income, but as elements of public 
policy in the dissemination of in- 
formation and the provision of 
service not otherwise obtainable by 
the people. It is our view that the 
final determination of rates for 
first class (including air mail), 
second, third and fourth class 
should be made by Congress.” 


= The most insistent statement on 
the need for a new approach to 


|'rate making was issued last June 
\by the Public Advisory Commit- | 
'tee of the Post Office Department. | 

Set up under a Hoover Commis-. 
sion recommendation, this com- 
mittee is composed of Frank Fol-| 
som, executive v.p. of RCA; Dan-| 
iel Bell, president of American 
Security and Trust Company, 
Washington; Robert Thornton, 


_ Ward, president of Brown & Bige- 
‘low, St. Paul, and Morris Ernst, 


New York attorney. 
It suggested that Congress spe- 


cify the amounts of subsidy it} 
/wants to give various classes of 


mail users, and leave the respon- 
sibility for rate making to the ex- 
perts. 


s “The fixation of rates for a 
business with a volume of more 
than two billion dollars per an- 
num might well be left to an op- 
eration other than that of con- 
gressional hearings, and pressures 
by various claimants,” the ad- 
visory committee argued. 

“In no other field of our eco- 
nomic pattern do we find the com- 
mittees of Congress so overwhelm- 
ingly understaffed and over-bur- 
dened by the duty of fixing rates 
of public services in such detail 
as the committees of the House 
and Senate are called upon to fix 
in relation to postal charges.” 


s Business men have a big stake 
in the battles over postal rates, 
for huge enterprises have been 
built on low rates for the ship- 
ment of parcels, and the broadside 
distribution of advertising in cir- 
culars and publications. 

Postal officials estimate that 
roughly a third of the 50 billion 
pieces of mail which will pass 
through the mail this year are of 
an advertising nature. 

Postal people contend commer- 
cial users pay less than their share 
of postal costs. The six billion 
pieces of newspaper and magazine 
mail, for example, represent about 
15% of the total postal load and 
yield about 3% of the postal rev- 


enue. The 10 billion pieces of third | 


class mail, about 17% of the total, 
yield about 8% of the total rev- 
enue. 


es Since 1946, over-all numbers of 
pieces handled by the postal serv- 
ice is up 40%. For first class let- 
ters, the increase was 28%. For 
second class only 12% in pieces, 
but 42% in weight. Third class 
was up 74% in number of pieces, 
while parcel post was up 24% in 
pieces and 69% by weight. 

“It will be noted that while the 
increases in the number of pieces 
and poundage of first class mat- 
ter were normal and comparative- 
ly uniform,” the Postmaster Gen- 
eral told Congress last June, “there 
was a wide difference in the in- 
creases in the number of pieces 
and poundage of second, third and 
fourth class mail, with the in- 
crease in pieces and poundage of 
third class mail unusually high. 
These three low-revenue produc- 
ing classes of mail are responsible 
for two thirds of the postal defi- 
cit.” 


@ Rate making gets immeasurably 
complicated and controversial be- 
cause there is no accepted stand- 
ard by which to judge the wisdom 
or equity of any rate proposal. 

During the 1951 rate hearings, 
Mr. Cole, as postal spokesman for 
majer magazine publishers, ar- 
gued it may be a misnomer to 
talk about a “deficit” at all. 

After allowance for the cost of 
carrying government mail, sub- 
sidizing the air carriers and other 
free services, he pointed out the 
excess of expense over income 
was about $320,000,000. 

Pointing out that thousands of 
post offices and rural routes are 


located where few people live, but | 


where service must be provided 
regardless of cost, he asked why 
much of this expense can’t justi- 
fiably be charged as a service to 
the American people. 


s But in the absence of amy other 
standard, former Postmaster Gen- 
eral Donaldson relied heavily on 


|president of Mercantile Nationa] | the Department's annual cost as- 


_certainment report. 

By measuring the percentage of 
| the department’s labor, transpor- 
'tation, and overhead expense 
which is used for each class of 
mail, cost ascertainment demon- 
strates statistically that the 3¢ let- 
ter is the only postal service which 
stantial portion of the cost of run- 
returns a “profit.” 

Under cost ascertainment a sub- 
ning post, offices and rural de- 
livery routes gets charged against 
newspapers and magazines, con- 
tributing substantially to the 
$255,000,000 “loss” which the de- 
partment says it suffers from that 
class of mail. 


= When he was before the Sen- 
ate post office committee in 1951, 
Mr. Donaldson said the cost esti- 
mate is correct, for newspapers 
and magazines make up a large 
percentage of the traffic carried on 
rural routes. 

“If we don’t charge it to those 
who are using the service, whom 
would we charge the rural service 
to?” he asked Sen. Tom Under- 
wood (D., Ky.). 

Senator Underwood had taken 
the position that nothing would be 
served by increasing the rates to 
the point where newspapers and 
magazines would be priced out of 
the mail. 

“You would stop second class 
newspapers from going on the ru- 
ral routes,” he commented, “but 
you would still have to maintain 
your rural routes.” 


# Mr. Donaldson always insisted 
| that mail users forget that revenue 
| is not the full measure of the im- 
| portance of rural routes. “Only a 
/small percentage of mail origin- 
| ating in big city offices remains 
| for local delivery,” he observed. 
“New York alone,” he said, “dis- 
patches nearly 400 carloads of 
mail a day. 

“A small post office may not 
generate much originating mail, 
but all the mail that business 
houses put out, including mail or- 
der houses and publications, is de- 
livered through these small offices 
and on rural routes. 

“We must take the whole op- 
eration of the postal service into 
consideration in allocating costs, 
not one individual post office.” 


= Cost ascertainment holds that the 
handling of newspapers and mag- 
azines yields about $53,000,000 of 
revenue and is responsible for 
$306,000,000 of the department’s 
expenditures. It says that third 
class—direct mail matter and 
small catalogs—produces $194,- 
000,000 but “costs” $367,000,000. 

Much of the debate on rates 
centers on the amount of general 
overhead that should be charged 
to classes of mail other than first 
class. By shifting most of the ov- 
erhead to first class—which they 
call basic responsibility of the 
mail service—publishers and other 
bulk mailers produce testimony 
showing that they are “paying 
their way.” 

Publishers contend that the de- 
partment wouldn’t cut its costs by 
more than $34,000,000 if all mag- 
azines and newspapers were forced 
out of the mail. But Mr. Donald- 
son insisted there would be “an 
immediate saving of at least $95 
million” if publications withdrew 
from the postal service. 


# Walter Fuller, chairman of the 
Curtis Publishing Co., recently 
suggested that at least half the cost 
of operating second, third and 
fourth class post offices—the of- 
fices serving rural areas—could 
rightfully be charged to the cost 
of first class mail. 

Under this suggestion, the cost 
of first class mail would be in- 
creased by $316,448,000 and the 
$102,387,000 first class “profit” 
becomes a $204,060,930 deficit. 

As they sit in the capacity of 
rate makers, members of Congress 


| 


le 


pore 


rem MR ta OE a ee ey Sa A ee ee ie eT ee 
= eee aie igs ae a ae Pe ie Snes ge ae ; ae Ve eee a ee ene ae ce woe © Pe eee ae Som pets cy a gS ae 
eee i <5 cs ee a eee os n> Bt i ee me oS cht gis Fe ie oc gS PR Rs sos Sa ek ee ge) 4 ee 
a cere cee a ee ee ee eee Si te ye ee Ste A ee eee eer, mere 
: ert oe aR NE tT ale — a _ f . . 
20 . ee Ac 
exes LLL LLL LLL LLL LLL : iS | 
ee in 
col 
{ ter 
\ a 
| Ot 
| po 
on 
: Cal 
2 
pu 
|| zir 
ad 
, ter 
4 sec 
Oi As 
eee the 
Fae re’ 
i fic 
a ee an 
ae cel 
3. | mc 
= col 
th; 
earn br 
ee wl 
ou 
eat tio 
oo er 
aaeg tor 
om mi 
th: 
fre de 
iy fic 
Hc on 
gi ou 
aes do 
= = 
sel mi 
ee to 
no he 
ae 
ae | sa 
ures sh 
at cl 
of 
pene 
: | | to 
. 
pig m 
“3 ac 
. dt 
re ke m. 
ee in 
eet co 
a ti be 
Bae he 
i. r 
“aha Se 
ea. | 0} 
petite | i hz 
a x 
Le 
pis of 
rh a bt 
ig . & 
is i w 
oa oc 
PA th 
la 
pl 
. eI 
: to 
’ PO th 
: cé 
iia: - 
r ee a 
jae e 
= al 
ee bi 
‘ate | 1! 
bay Po ee p 
fear 


— wee wea Vv FO OS Oo Ue 


i 


om me thee ee SS TV 


cael 


Advertising Age, February 2, 1953 


discover that postal rate making classes of mail, or subclasses there- | 


‘Ss a complicated mechanism. With- 
in second class, for example, there 
iS a large group of publications 
controlled by non-profit educa-— 
tional, labor, religious, and fra-| 
ternal organizations which enjoy | 
a particularly low pound rate. 
Other publishers ask whether the | 
portion of the second class “defi-| 
cit” generated by this large group 
of privileged mailers should fall 
on remaining second class publi- 
cations or the general public. 


s From the standpoint of business 
publications and general maga- 
zines, which pay zone rates on the 
advertising portion of their con- 
tent, the discrimination within the 
second class is no minor matter. 
As a result of the bargain rate for 
the so-called exempts, average 
revenue per piece to the Post Of- 
fice Department from second class 
amounts to only two thirds of a 
cent. But commercial publications 
pay anywhere from 2¢ to 4¢ or 
more per copy. Many of these large 
magazines offer figures which 
convince members of Congress 
that zone rates on advertising 
bring their postal bill to the point 
where they more than cover any 
out-of-pocket cost their distribu- 
tion causes the post office. 

Direct mail advertisers tell Con- 
gress that cost ascertainment dis- 
torts the cost of handling third class 
mail. They point out, for example, 
that it makes no allowance for the 
deferred treatment which post of- 
fices give to circulars and other 
third class matter. And both sec- 
ond and third class mailers point 
out that they perform several of 
the functions which the P. O. must 
do itself on first class mail. 


s After listening to third class 
mail users explain their objections 
to existing post office rate proce- 
dures, Rep. Harold Hagen (R., 
Minn.) filed a report in which he 
said cost ascertainment often 
shows the cost of handling third 
class to be higher than the cost 
of handling letters. 

“For example, in the sorting of 
third class mail, the operation 
takes place at the post offices 
during the evening hours when 
shifts are tapering off and prior 
to the arrival of late trains. 

“Since the Post Office Depart- 
ment pays a night differential, the 
actual amount paid those employes | 
during the sorting of third class| 
mail may be more than that sort- | 
ing first class mail, and under the | 
cost ascertainment system it, 
would appear that the cost of | 
handling the third class mail is} 
higher.” 


| 


_@ In the final days of the 1951) 


Senate rate hearings, committee 
members pointed out that the Post. 
Office Department would still | 
have a substantial deficit even if it | 
got the 100% increase in sec- 
ond class rates and the 2¢ rate on) 
bulk third class which Mr. Don-| 
aldson advocated. 

Sen. Carlson wanted to know 
whether the real answer isn’t to 
go to 4¢ on letter mail, an increase 
which would net about $250,000,- 
000 of new revenue. 

There may have been a hint of 
the future in Mr. Donaldson’s re- 
ply. 

“I am for that when you pass a 
law requiring the low revenue 
producing classes of mail to pay a 
greater part of their share. 

“It would be a crime in my 
opinion to increase first class mail 
to 4¢, while circulars went 
through the mail at 1¢ and post 
cards went through the mail at 1¢.” 


@ Perhaps the bickering over “cost 
ascertainment” 
gress heeds another of the Don- 
aldson statements which are 
buried in the closing pages of the 
1951 Senate hearing: 

“If the Congress, as a matter of 
public policy, decides that certain 


can end if Con-| 


of, or any special services should 
not be required to pay their full 
cost as determined by the proce- 


dures now followed, then provi-| 


sion should be made whereby the 
|department may be specifically 


credited in its accounts and on its) 


books and records with the amount 
or amounts representing the sub- 
sidy or difference between the rev- 
enue from and the cost of the 
classes of service affected so that 
the postal deficit may be reduced 
accordingly. 

“Unless this is done there will 
be a tendency to cut the appro- 
priations for the operation of the 
postal service in order to bring its 
revenues and expenditures into 
closer balance, an_ alternative 
which can only result in further 


Errata 
In the second article of 
this series, appearing Jan. 


19, the following statement 
was made: “During the past 
six years, more than 180,000 
vehicles have been acquired 
..” The 180,000 was a typo- 
graphical error; it should 
have been 18,000 vehicles. 


curtailments, reduction of person- 
nel, delay of the mails, 


unless there are some rules to guide 
the game. 
Postal rate making has its public 


relations significance to business. 


and de-| 


terioration of the service from the 
high standard of efficiency which. 


has been its purpose and pride.” 
What he was saying in effect, is 
that Congress cannot escape the 


Accepting the cost ascertain- 
ment system as the basis for com- 
putations, former President Tru- 
man sent a special message to Con- 
gress two years ago calling for pos- 
tal rate increases. 

He conceded that large-circula- 
tion magazines pay somewhat 
higher postage rates than other 
publications, but he insisted that 
these payments, too, were only a 


fraction of what it costs the postal | 


service to handle the magazines. 
“This means in plain fact, 


‘told the Congress, “under present 


endless discussions of postal rates) 


postal rates, the general taxpayers 
are generously subsidizing the ad- 
vertisers, 


who are able to send. 


21 


their advertising into the homes 
of our people at less than cost. 
There seems to me no excuse for 
the general taxpayers to subsidize 
advertisers. Surely advertising was 
not a part of the public informa- 


‘tion and education which Congress 


intended to subsidize 70 years ago 
when it established second class 
mail.” 

Relatively few people know 
enough about cost ascertainment 
to challenge the statement. 

Next week: Some specific sug- 
gestions for improving postal 
operations. 


= ne Vienot Promotes Wheeler 


Harry E. Wheeler, copywriter 
with Carl G. Vienot Inc., Boston, 
has been promoted to copy chief. 
He was formerly with Milton Hor- 
der Associates, New York. 
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COM@TON & SONS, INE. 


(OP Lithographers x 


WH on posters like this, where the product is 


comparatively small, accurate te nace is 


a necessity, just as is correct co 


or matching. 


Here, as in the past, Compton has done the 
exacting job that advertisers have learned they 
can count on from Compton! 
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Catching the Buyer’s Eye 


Making the Eyers Buy! 


Since before the Civil War, the goal of Compton and Sons has been 


fine lithography. Right from the time we first started producing color lithography, 
we have always worked to duplicate the exact tints and shades of the 


original art... 


get the sharp, clean reproduction that wins favorable attention. 


We feel that we are succeeding in our goal—our superior work is helping 


our customers grow, just as their increased demands are helping us grow! 


In our modern plant, we now make approximately 15,000 plates a year. 
Here, you'll find every available piece of modern equipment needed for fine 
lithography. What’s more, our flexible production methods allow 


handling of large or small runs at lowest possible costs. Write today 


for more information on the abilities and facilities of 


Compton and Sons. 


216 S. Seventh St. 


SINCE 1853 


St. Louis, Mo. 
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PIB Adds 3 Magazines, L-O-F Elects MacNichol ‘Vi : . 
Will Issue Report in March George P. MacNichol Jr., v.p. in Vigorelli Sewing 

; rge of sales for Li ~ =| . 
Today's} Family "have Leen added | Ford Glass Co., Toledo, ‘has been | Mi achine Co. Slates 


to the Publishers Inf tion Bu- elected executive v.p. Mr. Mac- - . 
pa Bn gh noe wee for 1953. Their ad__| Nichol succeeds to the post tet | F irst U.S. Campaign 


vertising will be measured and re-| vacant by the late D. H. Good- | 
ported willie. He has been v.p. in charge 


PIB also announced it will issue of sales since 1930. 


| Agency Is Now Simon Co. 
John D. Simon has changed the 
name of his Portland, Ore., agen- 
cy from Simon & Smith to Simon 
Co. Robert Reynolds, formerly of 
| Western Waxed Paper, has been 
New York, Jan. 28—Vigorelli added to the art department of the 
Sewing Machine Co. will spend | 28ency; Frank Schuster, formerly 
$250,000 thi . yong ‘ bi | with Abbott, Kerns & Bell, and A. 
its annual expenditure report, Sper oreo _this year on its first big! Hugh Sawtell, formerly owner of 
“National Advertising Investments Frost Named Sales Head advertising appeal to the U. S. | Saywtell’s Printing, Sherborne, Eng- 
in 1952,” about March 15. The re-| John A. Frost has been ap-| ™ar ket. : ; land, have been added to the pro- 
port will show advertising spent pointed general sales manager for | Bachenheimer-Lewis has been duction department. 
» B gy — by — on. Products Co., Albany. He appointed to handle the advertis- 
a y media. Companies spend-/| formerly was general sales man- jing for the Italian-made sewing) q 
ing $25,000 or more will be in- | ager for the eastern division of machine, which has been war Gee Os oe acne hl 
cluded. Crown Zellerbach Corp. able in stores in this country for vice-chairman of the board of 
/only a few months. | Branham Co., Chicago. Other new 
Most of the budget—40% to | officers are Eugene F. Corcoran, 
| 50%—will go to television. One president; Michael J. Foulon, ex- 
_minute and shorter spots will be ecutive ghee charge of newspa- 
televised in 40 to 50 markets; 15-| pee Baye . yop vs aoa br 
ee aro co 30-minute programs ¢ejeyision. John Petrie continues 
be Bod ought locally in a few) as chairman of the board. 


Radio spots will be scheduled in | Pelizzari Joins Colton Co. 
about 26 markets, and newspaper A. R. Pelizzari has joined Wen- 


copy will appear in 23 key cities. | qgej} p Colton Co.. New York 

| : . j . ‘y » as 
Magazines also will be used. The | assistant art director. He was for- 
drive is expected to break in mid- | merly with Admiral Advertising 
| March. | Agency. 


Hundreds of Ad Agencies rely on Filmack 
for TV Spots by Mail. With our 35 Years 
Experience , Huge Facilities, and Expert 
Craftsmen, we can produce all types of 
stop-motion, full animation and TV slides! 
... Send in your Storyboards for quotes. 


Old Spanish Lighthouse at Cabrillo National Monument—atop 
Point Loma—that annually attracts more visitors than does 
the Statue of Liberty. 


TOURIST 
Business 


1952 - *92,500,000 


ieeres 27. Oo ee , 20 6 


THE MOST 
IMPORTANT CORNER 
IN THE U.S.A. 


San Diego Union 


EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


SAN DIEGO 
CALIFORNIA 
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Licensee Says 10% 


| 


of Cake Mix Sales 
Go to Duncan Hines 


PHILADELPHIA, Jan. 27—J. Allen 
Mactier, v.p. of Nebraska Consol- 
idated Mills Co., Omaha, re- 
ports that Duncan Hines mixes 
have now captured nearly 10% of 
national sales of white, yellow and 
devil’s food cake mixes. 

Operating under a license from 
Hines-Park Foods Ince., Ithaca, 
N. Y., Nebraska Mills has been 
marketing the Duncan Hines mix- 
es for 19 months (AA, Nov. 24). 
During this time it has spent more 
than $1,000,000 in advertising. 
Gardner Advertising Co., St. Lou- 
is, the agency. 

Mr. Mactier gave this progress 
report to the Poor Richard Club 
here, stating that ‘“‘we hope to be 
in Philadelphia before the end of 
the year.” 


s Expanding market by market, 
Nebraska Mills now has distribu- 
tion in 30 states with 35% of the 
nation’s population. Duncan Hines 
mixes are now sold in the areas 
westward through North and South 
Dakota, Wyoming, Utah and Colo- 
rado, down to Louisiana, and east- 
ward through Ohio, Kentucky, 
Tennessee, Alabama and Florida. 
Mr. Mactier also reported that 
a new Duncan Hines product— 
buttermilk pancake mix—captured 
brand leadership in Omaha, with 
39% of the business, only four 
weeks after its introduction. 


= He claimed that the cake mixes 
are now the best sellers in the en- 
tire states of Minnesota, Iowa, Ne- 
braska, Kansas, Missouri and Ala- 
bama. He credited the sales success 
to “the combination of a good 
product and wonderful brand— 
Duncan Hines.” 

Roy H. Park, president of Hines- 
Park, was present at the meeting 
and told ADVERTISING AGE that 
Duncan Hines white and whole- 
wheat breads will be sold in every 
major market in the nation by the 
end of 1953. Presently, bakeries 
in about half of these markets are 
licensed to make the Duncan Hines 
bread. 


Campbell Soup Boosts 3 


Campbell Soup Co., Camden, N. 
J., has made three promotions in 
its sales and advertising depart- 
ments. John A. McGlinn Jr., for- 
merly sales manager, central di- 
vision, has been named assistant 
general sales manager. He is suc- 
ceeded by James B. Johnson, for- 
merly assistant sales manager of 
the central division. Kenneth L. 
Horstmyer, who joined the com- 
pany’s advertising department in 
October, has been appointed prod- 
uct advertising manager for V-8 
cocktail vegetable juice, Camp- 
bell’s pork and beans and Franco- 
American spaghetti sauce. 


Kellett Leaves WFIL for NPFL 


Don Kellett, executive assistant 
to the general manager of WFIL 
-and WFIL-TV, Philadelphia, has 
/resigned to assume new duties as 
| president and general manager of 
the new Baltimore team in the 
National Professional Football 
League. He has been with WFIL 
‘since 1946, when he retired as 
head basketball coach at the Uni- 
| versity of Pennsylvania. 


Reardon Joins ‘Reporter’ 


William F. Reardon, formerly 
_ with the New York Herald Tribune 
, book review section, has been ap- 
| pointed to the advertising sales 
staff of The Reporter. Mr. Reardon 
will concentrate his sales efforts 
on book publishers. 


| Hirshon Opens Branch 


| Hirshon-Garfield, New York 
agency and merchandising coun- 
/selor, will open a branch office on 
Feb. 1, in the Roper Bldg., Miami. 
It will be managed by Judah Katz, 
v.p., who has been with the agency 
‘since 1931. 
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deserves this... 
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...1t’s only because 
it has survived a great 


deal of this 


There is a healthy skepticism at Y&R that keeps us turning 
“thumbs down” on any advertising idea until we’re sure that 
it has been made as sound and strong and effective as it can 
possibly be. 


YOUNG & RUBICAM, INC, ooverrsine 


New York Chicago Detroit San Francisco Hollywood Montreal Toronto Mexico City London 
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To Publish Kentucky Daily 


James Lang, owner of WN 
Newport, Ky., will soon file incor- 
poration papers for a new after- 
noon daily newspaper to be pub- 
lished in northern Kentucky. 
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a Kentile Boosts Its 


Budget, Puts Stress 


on ‘Do It Yourself’ 


BROOKLYN, Jan. 27—Kentile Inc. 
will capitalize on the growing in- 
stall-it-yourself trend with its in- 
creased 1953 consumer budget 
telling various uses for its asphalt 
tile flooring. 

Kentile, which claimed to have 
the largest promotion in the history 
of the industry last year, is topping 
that mark in 1953 with ads sche- 
duled for American Home, Better 
Homes & Gardens, Country Gentle- 
man, Farm Journal, Farm & 
Ranch—Southern Agriculturist, 
Home Maintenance and Improve- 
ment, Living for Young Homemak- 
ers, Look, Popular Mechanics, Pop- 
ular Science Monthly, Progressive 
Farmer, The Saturday Fvening 
Post, Small Homes Guide and Sun- 
set Magazine. 


8s Copy will appear regularly in 
the magazine and rotogravure sec- 


Newsprint Production & Consumption 


American Newspaper Publishers Assn. 
(All Figures in Tons) 


Dec. ’51 
Total Production ...... 527,050 
Total Consumption ...... 514,000 
ANPA Newspapers* ..... 387,783 


Dec. ’52 Total ’51 Total ’52 
550,036 6,641,027 6,833,915 
508,700 5,974,865 5,988,471 
386,627 4,511,023 4,551 238 


*Newspapers reporting directly to ANPA; other figures are estimated. 


tions of 19 newspapers and in the 
First 3 Markets Group, Parade and 
This Week Magazine. 

Trade and industrial publications 
will be used to reach architects, 
contractors, engineers, decorators 
and maintenance men in industry 
and institutions. 

All Kentile products will be pro- 
moted, with special copy stressing 
Kencork, KenRubber, Kentile, 
ThemeTile, KenSerts and sundries 
including adhesives, cleaners and 


| York, 


Latins Peek at GM Research 


General Motors’ Overseas Corp. 
will run an institutional campaign 
of four-color spreads in Life en 
Espanol to show Latin Americans 
the amount of research and ad-| 
vanced engineering going into GM | 
products. Robert Otto & Co., New 
is handling the account. 


To Gottschaldt-Mickelberry 
Rainbow Springs Enterprises, 

Dunnellon, Fla. (resort), and Paul | 

L. Hexter Inc., Miami 
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Advertising Paid 


waxes. 


Ruthrauff & Ryan is the Kentile 


agency. 


plants), 


vertising. 


(tropical | 


for Motorola... 


a Christmas package of promotional 


Displays 


la Kling 


5B bh ere De cy oe 


Ki ling studios 


*CHICAGO 
601 North Fairbanks Court 


HOLLYWOOD 


(Ray Patin Productions) 6650 Sunset Boulevard 


NEW YORK 


affiliated with Thompson Associates @ 40 E. 51st St. 


DETROIT 
1928 Guardian Building 


OTOROLA knew what its dealers 

wanted for Christmas —a dramatic 
display package to highlight the gift 
appeal of the Motorola line. 


e And Motorola’s Director of Adver- 
tising, Ellis L. Redden, knew where to 
get it. He called in Kling Account 
Executive Joseph Callan and outlined 
the requirements. 


e Then Kling staff artists, designers, 
and production men went to work under 
the supervision of Display Director 
Sibley McCaslin. The result: a colorful 
group display that correlated a variety 
of Motorola products in a central loca- 
tion, became a complete gift depart- 
ment wherever it was set up! 


e A life-sized Santa happily pointed to 
the television set featured by the 
Motorola dealer. Santa’s gift bag en- 
circled three steps that could hold six 
small radios. The kit also included a set 
of self-standing cut-out cards, with 
copy pointing up product features, for 
use on top of radio and T’'V sets. Jumbo- 
size window streamers and giant size 
paper candles rounded out the kit to 
provide the dealer with a complete 
Christmas window trim. The entire kit 
was reproduced in full color. Packed 
flat and compactly, it set up in a jiffy, 
without use of nuts, bolts, or tools of 
any kind. 


@ Motorola dealers liked it, used it, 
and profited. And Motorola chalked up 
another success story. Why not use 
Kling display magic for your product? 
We will create and produce a complete 
display package for you quickly and 
economically under one roof. We have 
the physical resources to handle the 
entire job —including art, printing, die- 
cutting, assembly, packing, and distri- 
bution. Call us today! 


owe only single aouee fou 


DISPLAYS © PHOTOGRAPHY 
ADVERTISING AND EDITORIAL ART 
MOTION PICTURES © TELEVISION FILMS 
SLIDE FILMS © SALES TRAINING AND 
MAINTENANCE MANUALS 


have named Gottschaldt- | 
Mickelberry, Miami, to handle ad-| 


COS tage a eS eee 


1953 


Florida 6 Times 
Its Ad Outlay 


TALLAHASSEE, FLA., Jan. 27—Ad- 
vertising pays, but good. That’s 
what the Florida State Advertis- 
ing Commission has learned. 

Following a survey made on 1951 
tourist traffic, the commission 
found that its $500,000 ad budget 
for that year netted a fertile $3,- 
182,522.40 in taxes out of $63,650,- 
448 spent in Florida by 385,200 


| visitors. This means that for every 


dollar it spent on advertising, the 
state received $6.36 in income, a 
sizable return on any investment. 

These figures have been pro- 
jected by the commission on the 
basis of a survey made in the fall 
Names for the survey 
were selected from a weekly list 
of inquiries to magazine and news- 
paper advertising, with an effort 
made to select 200 names from in- 
quiries from each publication on 
the schedule. 


of 1951. 


® Finally, 9,741 cards were mailed, 
2,941 to people who had written 
in response to magazine ads and 
6,800 to those replying to newspa- 
per ads. 

The mailing piece was a double 
post card, with an explanatory let- 
ter on one side and on the other 
the questions to be answered. Each 
card was keyed so that, after a 
month, second mailings could be 
made to those who did not reply. 

Thirty-nine per cent, or 3,796, 
replied. Of these, 60% had 
visited Florida, 21% had _ not, 
62.3% of those who visited planned 
to return and 36.4% who did not 
visit planned to do so in the fu- 
ture. Duplications among. the 
“didn’t” and “plan to” group gives 
a total of 117.4%. 


# Of those who had replied and 


had visited, it was calculated that 
each person brought two persons 
| with him, on the average, or that 
this group represented 5,353 visi- 
| tors. This group spent $884,551.41, 
/out of which the state received 
$51,250.90 in taxes, or $10.15 for 
|every $1.33 spent on advertising, 
/according to the commission’s cal- 
| culations. 

| On the basis of the survey, the 
/commission reasons that of the 
214,000 total inquiries made dur- 
,ing that year to advertising, 60% 
_of the inquirers came to Florida 
| By projecting the average spent 
| by the survey group, the commis- 
| sion arrived at its final figure. 


Davidson Corp. Moves East 


Davidson Corp., manufacturer 
| of offset printing equipment and a 
' wholly owned subsidiary of Mer- 
genthaler Linotype Co., will move 
its operations from Chicago to the 
plant and offices of the parent 
company in Brooklyn. The actual 
transfer will be completed in June, 
and will result in the consolidation 
|of Linotype and Davidson manu- 
facturing operations. Linotype ac- 
quired Davidson in 1950. 


Two Join KONA, Honolulu 


Peter Wood and Francis T. King 
have been named account execu- 
tives for KONA, Honolulu tele- 
| vision station. Mr. Wood was for- 
merly publisher of a business di- 
rectory in Alaska and before that 
operated his own advertising 
agency. Mr. King has been sales 
promotion manager of KIKI, Hon- 
olulu, for the past year. 


Greek Line Names Colton 


The Greek Line has appointed 
Wendell P. Colton Co. to handle 
advertising and publicity for its 
North Atlantic and Mediterranean 
services. The campaign will break 
late in January in newspapers and 
_ will build up in following months 
ito introduce a new flagship in the 
‘latter part of September. 
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Study Shows More 
Marketing Research 
Will Be Done in ‘53 


New York, Jan. 28—A sharp in- 
crease in expenditures for market- 
ing research this year is indicated 
by a new survey conducted by 
American Management Assn. 
among 425 companies. Six out of | 
the ten companies replying to the | 
questionnaire plan to spend more 
money on marketing research in 
1953 than they spent in ’52. Med- 
ian rate of such outlays by the 
sample companies in ’52 was 10¢ 
per $100 of sales, slightly above 
the 1951 level. 

Details of the study will be re- 
ported for the first time at the as- 
sociation’s national marketing 
conference Feb. 9-11 at the Hotel 
Statler here. Richard D. Crisp, 
director of marketing research for 
Tatham-Laird, Chicago agency, 
who has conducted the survey, 
will make the report. The com- 
pleted survey will appear as an 
AMA research study to be called 
“Company Practices in Marketing 
Research,” to be published in 
April. 


# Growth of self-service retail- 
ing will also receive attention from 
the 850 marketing executives ex- 
pected to attend the three-day 
meeting. Datus W. Berlin, assist- 
ant general manager of Gimbel 
Bros., will analyze the effect of 
this trend on manufacturers, and 
Myer B. Marcus, executive v.p. of 
Food Fair Stores, will outline suc- 
cessful point of sale promotion 
techniques in self-service stores. 

Speakers at the conference also 
include Eldridge Haynes, presi- 
dent of Magazines of Industry, who 
will discuss “The Marketing Rev- 
olution,” at a luncheon on Feb. 11, 
and William Douglas McAdams, 
president of the company bearing 
his name, who will examine five 
major trends in sales management 
practice at the opening session on 
Feb. 9. 

Panel sessions will be held on 
sales training, organization of the 
sales executive’s job, and new di- 
rections in sales training tech- 
niques. 


s Other conference speakers will 
be Arthur G. Tunstall Jr., Penn- 
sylvania Salt Mfg. Co., who will 
talk on sales budgets; Howard L. 
Franks, manager of sales person- 
nel and control, chemical division, 
General Electric Co., who will dis- 
cuss ways of controlling expenses 
of the field sales force; Robert F. 
Dick, v.p., Illinois Tool Works, who 
will present data on keeping the 
product line up to date. 

George R. Brockway, v.p. of 
sales and advertising for Rapids- 
Standard Co., will tell ways of mo- 
tivating the distributor salesman; 
Robert B. Dawkins, assistant gen- 
eral counsel, Federal Trade Com- 
mission, will point out some of the 
legal boobytraps in marketing, 
and Harold E. Torell, v.p., Syra- 
cuse Supply Co., will tell how to 
handle small orders profitably. 

The conference was planned by 
A. L. Nickerson, v.p. and director 
in charge of the marketing divi- 
sion of the management associ- | 
ation. | 


Names Byron H. Brown & Statf 
G. G. Ine., San Gabriel, Cal., 
has appointed Byron H. Brown &| 
Staff, Los Angeles, to direct adver- | # 
tising for the Pinwae home per-| 
manent. The spring and summer 
campaign will include an expanded 
schedule in magazines with radio, 
television and newspapers planned 
for some markets. Previously, Er- 
win, Wasey & Co., Los Angeles, had 

the account. 


Seiberling Promotes Pitts 
Seiberling Rubber Export Co., 
Akron, has promoted Claude Pitts 
to v.p. and general manager. He 
succeeds Harris A. Waite, who has 
retired after 24 years’ service. Mr. 
Pitts joined Seiberling in 1951. i 


1953 


‘Kawneer Co. Promotes Two 


Kawneer Co., Niles, Mich., man- 
ufacturer of metal store fronts and 
architectural metal work, has pro- 
moted Boyd B. Hood to manager 
of chain store sales. Mr. Hood has 
been manager of door products. C. 
S. Hanson, who has been New 
England district manager for Kaw- 
neer, has been named _ product 
manager for architectural metals. 
He will assume responsibility for 
all company products. 


Dickie-Raymond Boosts Bird 


Dickie-Raymond Inc., Boston 
and New York agency, has pro- 
moted Jack Bird to v.p. of its cre- 
ative service. Mr. Bird has been 
agency copywriter, art director and 
director of creative services. 


CBS Shifts Two Executives 


William (Bill) Miller, sales 
manager of WCBS, New York, has 
been named assistant sales mana- 
ger of WBBM, Chicago. He joined 
Columbia Broadcasting System as 
a salesman for KMOX, St. Louis, 
in 1951. Gilman Johnston, WBBM 
assistant sales manager, has been 
appointed account executive with 
CBS radio spot sales in New York. 


Named Mullican Partner 


Roberta Jean Richardson, ac- 
count executive with Mullican Co., 
Louisville, has become a partner 
in the agency. Miss Richardson 
joined Mullican in 1950, after sev- 
eral years of fashion promotion 
and copywriting in Florida and 
Louisville. 


Harmon Works Joins Goodrich 


Harmon Color Works, manufac- 
turer of organic color pigments for 
industry and a division of B. F. 
Goodrich Co., will become a part of 
B. F. Goodrich Chemical Co., New 
York, on Feb. 1. Its sales head- 
quarters will be located at the 
Cleveland office of Goodrich 
Chemical. Orville E. Isenburg, who 
has been international sales mana- 
ger for Goodrich Chemical, has 
been named 
Harmon. 


Miss Hoefer Named PR Head 


Colleen Hoefer, formerly press 
representative for Dave Garroway, 
has been named public relations 
manager for Argosy and the Popu- | 
jlar Publications group, New York. 


sales manager for) 


AT YOUR OWNS 
DESK Chiseasy | 


money-ja uw ng way! 
Business men everywhere use FOTOTYPE 


to beat high type costs. A sure, quick 
way of preparing copy for offset or any 
photographic reproduction. Anyone 
can doa professional job(A stenog 
tapher set this entire ad). Send 
for freecatalog,over 100styles. 


‘FoyTo YPE | 
INC ORPORA mw if) 


1415 ROSCOE ST. CHICAGO 13; 


TO SERVE THE PRINTING INDUSTRY Huber car- 
ries on constant ink research, 


ST od 


a ae 


TO GIVE PAPER FINER PRINTING SURFACES, 


its own mines in Georgia and South Carolina. 
Read about clay prospecting and mining in the 
current HUBER NEWS. 


‘ naan 2m. 
oteanil i A Huber produces filler and coating clays from 


New research fa- 


cilities and equipment are described in HUBER 


News. Write for your free copy today! 
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EXPERIMENTAL FORESTS increase the quality an) quantity 


of pulpwood; 


paper industry. See picture story in HUBER NEWS. 


are invaluable in protecting tomorrow's 


, - 


basic to the printing, 


WHAT PART OF A MAGAZINE 
COMES OUT OF A MINE? 


Clay is as essential to a magazine as printing 
ink. For clay is used to fill and coat paper on 
which magazines are printed. Huber’s methods 
of clay mining and ink research are colorfully 
described and illustrated in the current issue of 
HUBER News. Another interesting feature is the 
experimental forest of a leading paper-maker. 

If you want to know more about operations 


dustries—about unusual applications of Huber 
products in other industries—you'll want to read 
HUBER NEWS. Write for your free copy today! 


paper and publishing in- 


2 J.M. HUBER CORPORATION - INK DIVISION 


620—62nd Street, Brooklyn 20, New York 


Ink Plants: Bayonne, N. J. * 


Borger, Texas * Boston, Mass. * 
East St. Louis, Il. 


Brooklyn, N.Y. 
* McCook, Ill. 


Ink Sales Offices: Boston * Brooklyn * Chicago * New York + East St. Louis, Ill. 


HUBER PRODUCTS IN USE SINCE 1780 


CARBON BLACK goes 
into ink to make it 
black. It goes into rub- 
ber tires to give them 
more mileage at high- 
er speeds, HUBER NEWS 
reports the auto thrills 
of Europe’s famed 
Grand Prix. 
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1935-39 Base for Price Index Bows Out 


WASHINGTON, Jan. 27—The con- 
sumer price index has been re- 
ported in terms of 1935-39 dollars 
for the last time. Last week, on the 
prewar basis, it showed the index 
of living costs for an urban family 
at 191. 

In line with a general revision 
program for all federal statistics, 
the index shifts next month to a 
1947-49 basis. The reading for 
January, which will be released 
late in February, is expected to be 


of living. The housing group in- 
cludes 33 items of house-furnish- 
oped as a result of an extensive ings, making up 6.6% of the over- 
consumer expenditure study made all family budget. Among them 
in 1950. are six equipment and appliance 
The new “market basket” in- items. 
volves regular pricing of about 300 Other cost of living elements: 
items, including such products as Apparel, 9.7%; transportation 
frozen food and television sets, 11%; medical care 4.7%; personal 
which were not in use when the care, 2.1%; reading and recreation 
market basket was developed for 5.4%; and other goods and services 
the earlier index. | (including tobacco and alcoholic 
beverages), 5%. 
s In the new index, 87 food items 
are priced in weighing the index.| Underwood Promotes Two 
in the neighborhood of 114. Food is credited with 30.1% of the) Ralph D. Hale has been pro- 
Besides switching to the post-| over-all expense for the urban moted to typewriter division sales 
war dollar as the basis of measure- | family. The “market basket” in-|manager for Underwood Corp., 
ment, the index is also using a cludes 70 housing items, which are New York, to direct all sales ac- 
postwar “market-basket,” devel-| considered to be 32% of the cost tivity of electric and manual type- 
| writers in the U. S. He was type- 
writer division manager of the na- 
‘tional division. Robert J. Heim, 
|New Orleans regional manager, 
has been advanced to eastern dis- 
trict manager. 


WHAT'S THE SURE Way ADVERTISING COMIC BOOKS / RIGHT! AND FOR THE 
OF PUTTING OVER WE ALSO FOUND OUT THEY BEST TELL / COMPLETE PRODUCTION 
SALES TRAINING Ame 4 OUR "SPECIAL STORY” TO CONSUMERS. OF COPY, ART AND 


PROMOTIONAL 
IDEAS WITH PRINTING WE USE 


COPY ANO 
PICTURES 7 


15 WEST 441 ST. lowa Margarine Battle Is On 


WV. 36,N.Y. 
MU-7-7472 


a bill introduced by nine senators 


Advertising Age, February 2, 1953 


to repeal the color restrictions on 
margarine as well as a 5¢ per 
pound tax. The bill would remove 
the restrictions only on margarine 
made from fats and oils made in 
the U.S. Foreign-made margarine 
would not be affected. The legisla- 
tion is sponsored by the Iowa Re- 
| tail Grocers Assn. and the Ameri- 


‘can Soybean Assn. 
| 


Falstaff Brewing Names 3 

Falstaff Brewing Co., St. Louis, 
has appointed R. Bruce Wightman 
general sales manager and Alvin 
.F. Griesedieck Jr. advertising 
manager. Edward J. Held has 
been promoted to advertising 
‘manager of the new Pacific Coast 
division, San Francisco. Mr. Held 
has been assistant to the v.p. in 
charge of industry relations. 


Cleveland Opens PR Oftice 
Chester W. Cleveland, formerly 
public relations director for Phil- 
ips Petroleum Co., Bartlesville, 
|Okla., has opened his own public 
relations office at 333 N. Michigan 


ates. 


Two more Ketterlinus creations that 


zoomed sales at points-of-purchase 


THIS SAW BLADE MERCHANDISER, 
offered to hardware dealers on a $36.00 deal, > 
brought in wholesale orders amounting to $118,000 
in 30 days. Black & Decker reports: 

“As to how many deals we sold, you know we sold 
all you produced and had you digging in the 
scrap barrel for extras. In fact, we had toreturn almost 
$54,000 worth of orders we could not fill.”’ 


NOTE: The client has ordered a reprint 
of this resultful display. 


ay 
"Tagg te 
000 oe 


| Derkshine 


dramatically demonstrates 
of NYLACE TOP STOCKINGS 


a te = ee coo 


If you are interested in other point-of-purchase creations 
with records of provable results, let us talk with you. 


We are better than ever equipped to serve you in our new, 
ultramodern plant at Primos, Pa. 


Ketterlinus 


PRIMOS, PA. 


Psst cana aaa 


THIS BERKSHIRE HOSIERY DISPLAY 


the no-run feature 
by means of pencil 


actually stuck through the stocking top. 

The eye-catching novelty of the display resulted in a 
demand from retailers and distributors far 
exceeding expectations, and sales increases 
that were outstandingly satisfactory. 


a suburb of Philadelphia 
NEW YORK « CHICAGO « BOSTON 


‘Dr. Heyman Patents 
New Instant Coffee 
Concentrate Process 


New York, Jan. 27—A new 
patent for making instant coffee, 
using whole roasted beans or a 
concentrate, has been issued to Dr. 
Wilbert A. Heyman of Heyman 
Process Corp. 

The process consists of brewing 
'the coffee in a sealed container 
which is sold directly to the con- 
/'sumer. The coffee is placed in the 
container, oxygen-free water is 
‘added, the oxygen above the cof- 
fee removed, after which the con- 


' tainer is closed and subjected to a 


sterilization process which is said 
‘to retain aroma and flavor indef- 
‘initely. 

Since coffee cannot be canned in 
‘ordinary tin cans, American Can 
| : 
‘Co. has developed a new coating 
which permits the use of tin cans 


The opening of the Iowa legis- Ave., Chicago, to be known as for packing this new concentrate, 
lature at Des Moines has brought Chester W. Cleveland & Associ- Dr. Heyman reports. 


© This comparatively cheap pack- 
ing process will give the new con- 
‘centrate wide appeal, Dr. Heyman 
contends, especially with the mul- 
ti-million dollar vending industry 
and the many smaller firms in the 
roasted coffee business. The latter 
have found it financially prohibi- 
tive to install the machinery re- 
quired for the manufacture of sol- 
'uble instant coffee, and because of 
the growing popularity of instant 
coffee have been consistently los- 
ing ground. 

However, the relatively lower 
cost of canning machinery and the 
fact that many of these firms al- 
ready have canning equipment 
should enable them to compete in 
the soluble instant coffee field. 

The sale of soluble powdered 
coffee is growing constantly, cur- 
rently accounting for 18% of total 
U. S. coffee sales and 45% of sales 
in a few large cities. 


@ Green coffee, valued at $1.3 
billion annually, is the largest raw 
material imported into the U. S. 
each year. The retail value of this 
import, after processing and pack- 
aging, is many times this figure. 
| The appeal of the new concen- 
‘trate to the rapidly expanding 
‘vending industry, which has been 
j/handicapped by the loss of aroma 
_and flavor in present concentrates, 
lies in the fact that the new pro- 
duct does not require refrigeration, 
‘according to Dr. Heyman. 
| Licenses to use the processes 
covered by the patent will be 
‘available to reputable firms 
, throughout the world, he added. 
/The Heyman process follows an- 
other development in instant cof- 
fee; last week Popeil Bros. intro- 
duced a cold-water concentrator, 
called Delex (AA, Jan. 19). 
Smith to Gray Research 
Newland F. Smith has been ap- 
pointed television manager of 
Gray Research & Development 
Co., Manchester, Conn., manufac- 
turer of TV studio equipment. He 
will supervise over-all planning 
of production, sales and develop- 
ment of new products for the com- 
pany, which is a subsidiary of 
Gray Mfg. Co., Hartford. 


‘Cincinnati Enquirer’ Names 2 


The Cincinnati Enquirer has ap- 
pointed Patrick J. Crumhorn and 
Leroy Parker account executives 
on its retail display staff. Mr. 
Crumhorn formerly was advertis- 
ing director of the Daily News. 
Monroe, La. Mr. Parker formerly 
was advertising director of the 
Daily Dispatch, Kensington, Pa. 


Davis Joins Rhoades & Davis 


Gault Davis has been appointed 
|v.p. and account executive in the 
San Francisco office of Rhoades & 
/Davis, San Francisco agency. Mr. 
|Davis formerly was national sales 
‘manager for the food processing 
‘division of Accent food flavor in- 
‘'tensifier (International Minerals 
& Chemical Corp.). 


hi Oe ap de a TNS eee . hate. Bt ited. Says Jae) Sey ee GALE © MS ai ARMM icy a Eh Coys WRN, SOTA 59 SOR a en Ta id pe SO Ol DO RR A oe Lt Ae Se ii Oy rk ae oy a aca Te, AR ae Wi ig ae ee = ct ngs aye tataee Sal oh ee Te a Ei. sn SO rea "y Vig Aas aL Lt gh eS Oe ee ee alee 
Bes | ying ue Bde ae eee Ce TE oh oe Raia ob ES ith ode eretgha ae rer feta RE Rin ¥ te zh Meh eee ete Shia stan Pe aa a fe ee ease ath a + ata ace. SO pia ris coho 2 ir eet de Ba ak ok WR ici anne Feu ce ey 
yeu: ess : sapeeee Be aa aan Ce care pe i Jensecy Bete Bs St aed b ae Cea rs cane vee loca hah met 5 es: Bw: eine faeces" Pore es aad ee yp ‘ leg pe haere Sie Ned ok Sa ge Roa: eae oa ae gi ae ee i pane Cenats es ape ee Zee Ne Ae ae Nn 
FE EGA. in age eee: a Sb ta ete ae WOR enw =! ieee oe poate onic gee Oh Regn Pe Mantes SM ee) gare eet ga yy. 4, eae ae ee, Le oye, a See, eee Se egy iy (eae See ths eae WE dak Pre es Woe eV ag oS cae eee GNC A 
Pret cigs clet! Sat na, nee a ermieeeisy: 5", Wie Wi Reaaiaee ae. i RM ef tau eee 2 a me ace RS gee ge ag ee ee ee ae 
ACU Tor rear ete erwin age ios Saeee y +7 Mae ve ics”. ges auc dei meat Elie ' Reale Aya cog a ee ae Re aa ida Cane eR MAO 8 2 ithe ser Ud Cuba Miaeaernmy ey Crh 
and Bee aco es Se ares ms ete iy Salts eae Ot Pane i Pig tat ec eter. ate pes aes 1d 24) Ss ig! Aaliercar aca skies es Say ha! ae <7 es my fe aS A re Pee oe Bit ic Z ; 
Teele el ee Ie gS RES Sy YE rr BR oie NR er ne seg teed care ok ae ee eerie 4, en ee : c 2 (iii ig ye See : i. ne Aas Sh : ee he : S ONE. 
Gp On: > eeepc a Oecd: UN Se ee. se emaate Sate | eiRRR e eae ca cs ha Ril alia ire eat CS Nats ay ae iS papal pales ee AES oe aie ely 2 So ay Venere eta Rn ee 
“ Ee. ae Sik” te Oe ies Fee? Tos 00 bah aid ates ne ek a = By bocs fe: oar Gee 9 3 Rae ar it a Sein “igs Ties asa ieee Kank. 2 orice ged Dcty, aaa ee ee Dee et eae sapmnee! Ty UR at a iy er ger = 
= 4 MR ee. - eae ype - RR. We se, er Oe ou cee A INS gs eR CM ey eg came 4 ead aaa eae a oR eR, = - fete eth: | tte 4 at eg chat egy cee Sto 5 RS am a SR reid so PP SE Se is alae ee Bete AS Stor hae eee 
tc og = 3a ae Sa Se fore goer ee a Mths eae es Iris dt ger” Se nn ae SS oF as qemie Se ae We ner ys ise 2 Reps ey ee eet eX Sophy ae ed ss se 2 ae ee ee aN pueks Pi Re Gs eee 
a ‘ets " oo =s ey * Pia ” ‘ x i “ a ae 2 " eo : Cini ey rs * : ‘ i" a a : ? : Ta 
‘ aoe - . ‘ "i : ' “se 4 een i CORRE te Gee — 4 Aes r 
r | Da pe PORN GET TE < OES ORS i 
| § 
s 
¥ 
| 
| 
med 
i 
: 
f 
| ( 
| ‘ 
} ty 
; { 
| Po | 
I 
Al 
} 
Y 
4 
4 
i 
4 
_ 
ll a «| 
ae i 
ee 
me | 
| . 
° Fy 
a y 
fe 1 
caer : : { 
oo) I, S.A, sruge rr 7 
et a C } 
Or al , +, frre x : 
ae i nd . i 
ee Ke Y kh 2 I 
gry ; R t afmaf ; 
bass aod ie Yi 0 
ee : ff \ 7 1 4 r | 
eee al ~ You ¢ las 
aor 
Sy ae 
ee eC OO -- See ee 
| 
bd i 
bd ! 
eS eee wl 
hgee | 
at Aged Fs 
ial 
<. es 5a | 
. i] 
(Sih te 
ze ; 4 
Beans 
era: 
abe 
ae ‘ 
sti Bea 
a i: ~ _ 
e . - tA. rs * 
ay ta r 
oe 08 TESTED UTILITY | (Ae<¥ 
ai AO PROVEN - a a 
bie ti 
" : : u Li 
ce r ’ 
fis: i em an - 
esate 4 ‘ SO 
Kes * 5 ¢ ¥ ei A Rete eRe co cnity ey pkey “4 
ee ot : ee ae a 
aa 43 * ; Seen i nl ef 
é ° s Saree ‘ iene CE aN oN 
aie , Dae st “ Pie Shy See 
2 Ole See es . fo j as ¥ 
So er ae sad 
ae fea col hy 
cee oom i. 
se te ioe 
5 Rey ¢ a 
Bee i a Set 
, - : . 
7 ‘ Co ee ala A fe f 
kit ae — Seam ee 
me @ ite gee ee i 
Bc s r Pe Rete 
et . - 3 age we “if 
ha es -_ Ge gee hE = 
ee 3 <7 ae COMBINATION per | ode 
roe, : eet = 4 a Maes, 
ye am a : Sh eC ae a 
aie , , . vine ene zo - = 
af h Spun WP sae Ss > Sea 2 
: é perriman Yay ae 
: ad B, NO MOre qartgl ay 2 @ haa P 
: * 4 SAW tacos 2: a sp i nee 
ay . = > vo i as , 
5 . Pe ait 
igi, 3 p 
A Seta P. 
ear %; 
ay we ye } “hing 
aid ‘ ; ; 
eg a? Sen ae , : 
oy : -~ ~~ - 
‘ : ‘J . ae Re act 
eens ae... teat 
LER. , . ee 
- rr po 
nee ‘i , ue p= — 
g — : 
Bere ' ; ; eS 
me Se ¥ " i e 
eo M é : = 
Eee : as o 
eae > us - ; 
vice ia 
aaa . 7 aw 
ence é 
} ee sa ae = ie. 
aie eee 4 
er ne V 
a +, . j 
vd ee . 
ee 
i eee 
: | 
f ; 
a - 
pees =. | 
eRe icy | 
2 oy | 
Op oe | 
a ey 
: « 7 
Ever 
=: a 
‘e i, 3 ee : A ks ue : id D ie tae Boat : <3 - Sigter nr ak ia eee . a >" , ‘ Eee pre ed eg aT pM ws i an = : +) re a os “e 
i, i he ret ais Pee Oe rae 4 rh Y ave et ek heb" i ae we he eee Et oe ie eae aie eee RE : Rate oa : i wip k: oF : 4 4S) Magi hy cape 2 sy Ah é Par He aH a ee alae PP oer ites r ee se? We bide 
f = cs “s x oe atari te Ti oA ae 5 be ee Bie Sore wer boy apo 3 st Roe Ne Se cae, Seren ere mh my esate fought eek ; 4 eee. Cee Aen BS ae Sp Bee co ca ~ ay eae Aer oo as Pope AeA SOS aae 
nN dais an aN bee, 8 iy Peas BS, tae ; ! TERE Re te = Sake pele DSSS go aE Oe Fas ie Pash Gy 5, We ee * meee Shak oie Eee TE eon “i Be ee aod Fae Be eR ERD ee on ae 


More Advertising 
Than Any Other 
Philadelphia 
Daily Newspaper 


This is the Philadelphia Daily Newspaper Story for 1952: 


THE EVENING BULLETIN published 


MORE Department Store Advertising 
MORE Retail Advertising 

MORE Food Advertising 

MORE National Advertising (32.).2%.. 
Fri = MORE Automotive Advertising 

Sat MORE Total Advertising 

: __ than any other Philadelphia daily newspaper 


Source: Medio Records 


| man The Evening Bulletin ~- | 


; 
Advertising Offices: Filbert & Juniper Sts., Philadelphia 5, Pa. 285 Madison Ave., N.Y. 17, N.Y. » National Advertising Representatives: Sawyer Ferguson Walker Company Chicago + Detroit » Atlanta » San Francisco » Los Angeles 
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DurREz Puiastics & CHEMICALS, INC. 


NORTH TONAWANDA, NEW YORK 


December 15, 1952 
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Me 


Mr. Douglas A. Cornwell 
U. S. NEWS & WORLD REPORT 
R. C. A. Building _ 

New York 20, New York 


Dear Mr. 
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Cornwell: 
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In the sale of phenolics, resins and molding compounds, 

it is important that we secure the interest of those men 
in industry who seek to improve what they have, men who 

are of sufficient status to make decisions. 


~ 
— 


To accomplish our purpose in this phase of securing out- 
lets for our products, and new business in fields where 
the use of plastics hasn't. been worked out or perfected, 
we have found the contacts made through U. S. NEWS & 
WORLD REPORT are of excellent quality, 
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H. S. SPENCER, ADVERTISING MANAGER, 
DUREZ PLASTICS & CHEMICALS, INC., SAYS: 


ee 


...We secure the interest 

of those men in industry who seek 
to improve what they have, 

men who are of sufficient status to 
make decisions.”’ 


ie a” 


‘| tells how 


‘ 
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i) “U.S. News & World Report” produces 


DUREZ PLASTICS discovered coverage of their market—yes! 

They found decision action too, from people with the ability and 
authority to order! You'll find the same action when you 

advertise in “U.S. News & World Report,” whether you’re selling a 
better way of getting things done in the plant or office, 

or finer products for high-income homes and families. 


A MARKET NOT DUPLICATED BY ANY OTHER NEWS MAGAZINE 


Winevetie of sales action like this, from 46 other 
advertisers with varied products and services for 


business and family use, gladly sent upon request. 
Ask for ‘““The SUPER Survey.” 


Advertising Offices: 


30 ROCKEFELLER PLAZA 
NEW YORK 20, WN. Y. 


BOSTON e PHILADELPHIA 
WASHINGTON e DETROIT 
CLEVELAND e CHICAGO 
SAN FRANCISCO 


people ... Who get things done! 


see 


Tt CURRENT NET PAID CIRCULATION 
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Most Admen Frown on the Suggestion 


Advertising Age, February 2, 1953 


about their clients’ advertising, and | writers by our public officials, but; might be gleaned from the con- 


30 
/ 4s * 4 ) 
Agency Hallmarks In Clients Ads: _they won’t have to worry about the best ghost writers certainly tinuing survey proposed by Cmdr. 


their own.” 


Warner S. Shelly, president, N. 
W. Ayer & Son: 
“The proposal for hallmarking 


| are those who most truly express | McDonald is that one agency tends 
| the ideas, personality and manner to the use of large logotyres, an- 


of expression of their ‘clients.’ I 
can’t think of any quicker way for 
|a public character to lose confi- 


Zenith President's 
Identifying Device 
Gets Cool Reception 


CuHicaco, Jan. 28—Almost unan- 
imously, advertising agency execu- 
tives oppose putting agency signa- 
tures or identifying marks on ads 
prepared for clients. 

Whether agencies should “sign” 
the ads they prepare for their cli- 
ents has been a subject of inter- 
mittent discussion in the advertis- 
ing field for many years. Some 
years ago ADVERTISING AGE op- 
posed the idea editorially, on the 
basis that any agency identifica- 
tion of a client’s advertising tended 
to lessen the credibility and be- 
lievability of the advertiser’s sales 
message. (“Should Agencies Sign 
Ads?” AA, Dec. 20, 1943.) 

The subject came up for con- 
sideration again a few weeks ago 
when Commander Eugene F. Mc- 
Donald Jr., president of Zenith Ra- 
dio Corp., wrote a letter to AA 
(AA, Dec. 29) suggesting that he 
would like to be able to identify 
the agencies responsible for maga- 
zine advertising, either through an 
unobtrusive agency signature in 
the ad or a distinctive agency 
“hallmark.” 


@ To check reaction among agen- 
cy executives, ADVERTISING AGE 
asked the heads of the country’s 
50 largest advertising agencies to 
comment on Comdr. McDonald’s 
suggestion. Here are excerpts from 
typical answers: 


J. F. Oberwinder, 
D’Arcy Advertising Co.: 
“There is quite an unusual] coin- 


president, 


mark to be used in the advertising | 
_they prepare and publish for their | 
| clients. 

“I had just looked through a 
copy of the November, 1911, Green 
Book which was sent me by a 
friend in Andover...as a museum | 
piece. 

“On the third cover there ap-| 
peared an ad prepared and placed 
by D’Arcy for Sanitcl tooth pow-| 
der and paste. This ad contained 
a mark which we used in those 
days, consisting of a capital “D” 
with an arrow through it. The) 
archives will produce advertise- 
ments of our clients of those early 
days with this hallmark in them. 
So you see, this is not entirely 
new. 


s “After several years’ use we dis- 
continued the practice as our cli- 


/remain meaningless to the ordinary | 


lowed, when clients have approved 
it, for many years.] 


advertisements...does seem in| dence with the public than to say, 


some ways to sidestep objections | ‘This speech was written for me. 
which have been made to agency | by Archibald Demosthenes.’ The 


signatures on advertisements. | use of an agency identification in 
_ “Whether this would work out an ad falls exactly in the same 
in practice is another matter. Is | category as far as I am concerned.” 


it true that such hallmarks would | 
~ _ R.D. Holbrook, president, Comp- 


reader? Would natural human ton Advertising: 
curiosity be so aroused by these | _ “There seem to be three prin- 
coded signs that the hallmarks cipal considerations involved... 
would get a great deal of atten- effect on the reader, value to the 
tion? Would some reader claim agency, and usefulness to the ad- 
that this is just another example , vertiser. : 

of the way some advertisers con-| “I don’t think the first need 
ceal facts in their messages to the be discussed since, presumably, a 
public?” [Ayer has been the lead- | hallmark would be unintelligible 
er in putting its signature in cli- _to the public. as | 
ents’ ads—a practice it has fol-| “So far as value to agencies is 
concerned, I can envisage both a 
good and a bad result, since an 
appraiser of an advertisement 


James M. Cecil, president, Cecil 


would be likely to praise or con-| 


other uses short copy, another uses 
large pictures of the product, and 
other similar advertising criteria. 
‘It would seem to me that it 
would form a very fallacious basis 
on which to elect or evaluate the 
work of an advertising agency. 

| “Furthermore, I think we can 
|all agree that television has as- 
sumed major proportions as a me- 
/dium, and radio is still not dead. 
| Would Cmdr. McDonald suggest 
/that the present elaborate list of 
credits on radio and television pro- 
| grams be increased by the use of 
some oral or visual hallmark? And 
how could the agency spare part of 
a 20-second radio or television an- 
/nouncement for agency identifica- 
tion, even though a spot campaign 
might be selling the product to 
| beat the band?” 


Will C. Grant, president, Grant 


Advertising: 
| “I think Cmdr. McDonald’s sug- 


ents stated they were getting too & Presbrey: 

many letters asking what the ‘D’| “My own opinion is in strong 
and arrow stood for. Those letters | opposition to the idea of any iden- 
proved the public was reading the tification, hallmark or otherwise, 
advertising but when that turns it- ‘of the creators of advertisement. 
self into a curiosity, necessitating | It smacks too much of trying to 


demn that particular ad in terms | gestion is a good one. 

of his own ideas on technique. He “As a matter of fact, in a num- 
couldn’t know the strategy behind ber of different countries it is cus- 
the advertisement nor be well | tomary for the agency to sign ev- 
informed about its results. ‘ery ad it produces, A number of 
our foreign offices do this where 


explanation, that is something else, 
again. 

“With this experience, I am of) 
the opinion that the presence of 
such an agency hallmark would 
add nothing to any product’s ad- 
vertising. It would be of no in- 
terest to the reading public and 
would, as it did in those days, cre- 
ate a curiosity similar to that I 
have mentioned.” 


Milton H. Biow, president, The 
Biow Co.: 


“T see no reason for using space 
in an advertisement for anything | 
but that which will ring the cash | 
register for the fellow who is pay-| 


cidence in connection with your) 
letter about agencies having a hall- 


ing for it. 
“Let advertising agencies worry 


The Men Who Move the Goods 
are §24-a-year Subscribers 


to TRAFFIC WORLD 


ee For over 15 years I have been 


reader of Traffic World. It is an indispensable 
working tool for myself and my department, and 
I don’t lose any time in perusing it every Monday 


steal a free ride on the ccattails 
ofa client. 

“Furthermore, it vitiates the 
impact of the client by telling the 
reader that the words he is read- 
ing are not proceeding from the 
mouth of the advertiser himself.” 


H. W. Newell, president, Lennen 
& Newell: 

“My views would be that the 
advertising agency should remain 
anonymous and unidentifiable. I 
say this merely on the basis that 
the advertiser pays for production 
and publication of the ad, and I 
feel there should be no identify- 
ing marks which attempt to give 
any information other than the 
advertiser’s message.” 


Leo Burnett, president, Leo Bur- 
nett Co.: 

“I can’t bring myself to agree 
with the point of view expressed 


| in Comdr. McDonald’s letter. 


s “Regarding the third point, the 
/agency hallmark might be useful 
'to an advertiser if he was thor- 
| oughly familiar with several hun- 
_dred of these hallmarks—assum- 


was universal. On the other hand, 
any advertiser can in the matter 
of minutes find out what agency 
prepared what advertising, so I 
don’t see any real value. 

“From a practical standpoint, I 
don’t believe such a hallmark could 
be included in radio or television 
‘advertising where so many adver- 
tisers spend so heavily, and there 
would be many instances with 
printed advertising where even an 
inconspicuous symbol might be a 
disturbing element.” 


Ross Roy, president, Ross Roy 
Inc.: 

“It seems to me that this is 
a matter on which individual agen- 


|/ming of course that the practice | 


it is the general custom. 

“For example, in Hong Kong 
where we have a number of ads in 
the paper every day, it is interest- 
ing to keep up with a comparison 
of our own ads with those of vari- 
ous other agencies. This is done 
{in a good many instances in other 
| foreign countries as well.” 


| Wallace H. Wulfeck, chairman 
of the executive committee, Wil- 
| aan Esty Co.: 

“While we would not actively 
| plump for the use of hallmarks in 
advertising, neither would we have 
any objection to their use. It seems 
to us that knowledgeable people in 
ithe industry know pretty well 
where the major accounts are 
' serviced.” 


‘Export Buyer’ Hikes Rates 


The Export Buyer, New York 
commercial export publication, has 


“Many years ago Theodore F. 
MacManus actually signed some 
ads put out by one of his auto- 
motive clients—Peerless, I believe 
—and I always thought how wrong 
it was. 


a continuous 


cies and their clients can make a scheduled a combined rate and cir- 
decision. As far as our agency is | culation increase, effective March 
concerned, I am not in favor of | 15. At that time advertising rates 
using such an identification.” will be increased 15%, while for- 
| eign circulation will move up from 

J. H. S. Ellis, president, Kudner 14,000 to 16,000 copies monthly. Ad 


“We are mighty proud of the 


work we turn out in all media, but 


Agency: 
“I cling to the feeling that our 
work for our clients should be. 


_ contracts received before March 15 
will be honored for a maximum 
of 12 months at the present rate. 


Vernon R. Hudder 
General Traffic Manager 
Lincoln Engineering Co. 

St. Louis, Mo. 
Past President 
St. Louis Traffic Club 


morning and am no different from thousands of 
others engaged in transportation. My copy of 
Traffic World is passed throughout my department 
and into shipping, receiving, purchasing, and sales, 
and is read each week by 17 other people. We keep a current file of 
Traffic World for 3 years. Traffic World each week covers the news 
relating to all agencies of transportation, distribution, and freight han- 
dling with accurate and up-to-the-minute reporting. My department em- 
ploys all forms of transportation in securing our raw materials and ship- 
ping our finished goods totaling one hundred million pounds yearly. by 5 


As a typical Trafic World subscriber, Mr. Hudder em- 
ploys all forms of transportation in securing raw ma- 
terials and shipping of finished goods totaling one 
hundred million pounds yearly to all parts of the United 
States and exported through North Atlantic, Pacific 
and Gulf ports, for Europe, the Far East, Central and 
South America as well as Canada and Mexico. 


Mr. Hudder's evidence of readership is typical of 
America’s industrial trafic managers and that means 


Get Your Free Copies 


to identify ourselves with it in 


/any visual or spoken way would 
_seem to violate the first principles 


of our service. 


8 “It has always been our concept 
that every product and service has 
in it elements of news and in- 
herent drama of interest and bene- 
fit to the public. We have con- 
sidered it our job to dig until we 
find that mews and_ inherent 
drama, then to illuminate it and 
to present it to the public engag- 
ingly, forcefully and believably. 

“We try to remove every veil 
and every shadow between the 
idea itself and the mind of the 
reader or listener. 

“Although we prepare the ad 
and sweat blood over it, in the end 


anonymous. 
“To the average reader of ad-| . 
vertising, the words he is read- 
ing are a message from the adver- The Fabulous Sout Swest 
tiser—which is as it should be...| i 
“Selfishly of course I would | 
like to have our work identified, 
but I still feel that it is better for 
our clients to avoid any infringe- | 
ment of their message.” 


William B. Lewis, president, 
Kenyon & Eckhardt: 

“T see no merit whatsoever to) 
Cmdr. McDonald’s suggestion. .. | 

“If I were an advertiser, I! 
would not begin to try to evaluate 
the work of an agency by an iso- 
lated, single advertisement or by 
any group of them prepared by an 
| agency. How would such an eval- 


The Biggest 30c Buy 
In The Nation** 


Blanketing 24 Counties 


of West Texas 


and Southern New Mexico 


advertising effectiveness. As a $24 a year publication 
with a renewal percentage of 90% and circulation ABC, 
Traffic World carries more freight transportation ad- 
vertising by far than any other publication, general 
magazine, or business paper. Detailed facts gladly sup- 
plied on this dominant medium in transportation, distri- 


bution, and freight handling. 


TRAFFIC WORLD 


Published Weekly Since 1907 


22 West Madison $t., Chicage 2, Ill. 


821 Morket St. 
San Francisco 3, Calif. 


c 


Bosed on shipper ond carrier field 
interviews, the most populor series 
on freight selling ever published. 
3 booklets contain first 22 articles 
reprinted from Traffic World and 
odditional installments currently 
running. Eoch booklet distributed 
to over 50,000 on request. Adver- 
tising ond soles executives find doto 
in booklets helpful. Get your free 
copies of first three and ask to be 
put on list for future booklets. 


". 
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it is strictly the advertiser’s mes- uation show me what research—or 
sage which describes, illustrates| lack of it—had led to the copy 
and demonstrates his product as he | appeals used in the advertisement? 
himself sees it and believes in it.| How would I know to what group 


“A good advertisement is not a|of potential buyers the advertiser | 
‘production’ in which everybody,|and the agency were directing | 


including the costume designer, 
gets a credit line, but a public ex- 
pression of a product and a com- 
pany in its best light right out of 
the heart of the advertiser. 


a “The best ads, in my opinion, 


are those in which the reader is 


‘not conscious of reading words or 
‘looking at pictures, but through 
' which he absorbs ideas and forms 


attitudes which are useful to him 
in his buying decisions, 


“There has been a lot of aie | 


cism lately of the use of ghost 


‘their advertising? 


“How would I know whai media | 


thinking and analysis had gone in- 


‘to the selection of the magazine 


/or newspaper in which I saw the| 
| advertisement, and what other me-| 


dia were being used, and how? 
How would I know how well the 
agency is tying this particular ad- 
vertisement into an all-around 
promotion and marketing plan for 
the advertiser? 


s “It seems to me that about the 
only kind of information that 


'/> BILLION DOLLAR 
RETAIL SALES 


Covered Exclusively by 


The Zl Puse Cimes 


An Independent Newspaper 
Morning and Sunday 


E] Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


‘ONE LOW RATE 
BUYS BOTH! 
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SHOOTING STAR—This is the ‘‘PH-100 
Shooting Star Photoflash Merchandiser’ 
which Ray-O-Vac Co., Madison, Wis., is of- 
fering to dealers along with free window 
streamers and mail stuffers. 


Holeproof Hosiery 
to Get $1,000,000 
Ad Boost This Year 


MILWAUKEE, Jan. 28—Holeproof 
Hosiery Co.’s 1953 budget will be 
approximately $1,000,000. 

Holeproof proportioned hosiery, 
Holeproof Crown Colors (tying in 
with the British coronation) and 
Luxite hosiery in Carribean colors 
will be promoted in spring issues 
of Charm, Glamour, Harper’s Ba- 
zaar, Modern Screen and Vogue. 

Mother’s Day copy will appear 
in Modern Screen and Seventeen. 

The Holeproof garter-brief, Lux- 
eez, will be pushed in Dell Mod- 
ern Group, Fawcett Women’s 
Group, Hillman Women’s Group, 
Ideal Women’s Group, Screenland 
Unit and in Seventeen. 


# Spreads for Luxite lingeries will 
appear in Charm, Glamour, Har- 
per’s Bazaar and. Mademoiselle 
with smaller space in Bride’s Mag- 
azine, Holiday, Today’s Woman 
and Vogue. 

Holeproof’s ‘“Nine-Thirty” nylon 
and wool men’s socks are to be) 
advertised in Collier’s, Esquire’s 
Apparel Arts, Look, Newsweek, 
The Saturday Evening Post, Time 
and True. Father’s Day ads will 
appear in The American Weekly 
and Esquire’s Apparel Arts. 


Cooperative newspaper adver- 
tising will be continued with mats. 
and point of display material pro- | 
vided. | 

Weiss & Geller, Chicago, is the | 
agency. 


National Visual Presentation 
Makes Sales-Talk Award 


Winners in a contest sponsored | 
by the National Visual Presenta- 
tion Assn. were announced at a 
luncheon meeting held Jan. 20 in 
New York. Chester H. Roth Co.| 
(Esquire socks) took first prize, 
with Seventeen second in the best 
oral sales presentation. 

First place for presentations 
with a mechanically incorporated 
sales talk went to National Broad- 
casting Co., with Metropolitan 
Sunday Newspapers Inc. second. In 
the best motion picture sales pres- 
entation Roy Rogers Enterprises 
won, with General Electric Co. 
second. Prizes were engraved 
plaques and books on advertising 
and selling. 


Revlon Buys TV Program 


Revlon Products Corp., New 
York, will present the Tuesday 
telecast of “Jane Froman’s USA 
Canteen” (CBS-TV) starting Feb. 
10 at 7:45 p.m., EST. Time was 
bought through William H. Wein- 
traub & Co. General Electric Co. 
sponsors Miss Froman’s Thursday 
show. 


Tissot Watch to Mahoney 


Tissot Watch Co., New York, has 
named David J. Mahoney Inc. to 
handle its advertising. The ac- 


count was formerly with Merwin ' 


Utility to Calkins & Holden 
Utility 


Carlock, McClinton & 


fective Feb. 1. The account was 


’ last with Batten, Barton, Durstine 
|& Osborn. 


Promotes David Hessey 
David C. Hessey, western mana- 


tific American. He will continue 


to have his office at 850 Euclid 
Ave., Cleveland. 


Shaw Promotes Timmins 


Shaw Publications Inc., New 
York, has promoted Larry Tim- 
mins to eastern advertising man- 
ager. At one time Mr. Timmins 
was secretary to the company 
president. 


Hotel Alms to Haehnle 


The Hotel Alms, Cincinnati, has 
appointed Haehnle Advertising, 
Cincinnati, to direct its advertis- 
ing. 


Appliance Corp., Los | 
Angeles maker of ranges, heaters 
and coolers, has named Calkins & 
Holden, 
‘Smith to handle its advertising, ef- 


- @SIZ 


ger, has been promoted to assist- 
ant advertising manager of Scien- 
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PEORIArea... # 


GREAT IN... 


POPULATION 


HOUSEHOLDS . 
NUMBER OF INDUSTRIES . 


Ld INDUSTR VALUE ADDED BY MFG. 
- @AGRICULTUR 


~ eSALE 


RETAIL SALES . 
WHOLESALE SALES 


PEORIArea is a self-contained metropolitan market 
 ... the “BEST TEST MARKET IN THE MIDWEST”, 


| say adv. and agency executives in S.M.’s surveys. 


- $363,110,000 


GROSS FARM INCOME. $331,276,000 
INCOME PER FARM. 
(U. S. Avg. per Farm $6,687) 


$13,556 eT LemtoSs (MASON 
mecone Hevene 
. $565,377,000 
. $681,147,000 


536,200 
163,500 


605 


—— 


PEORIA JOURNAL STAR 


Covers All Peoriarea 
Represented Nationally by WARD-GRIFFITH CO., Inc. 


Do Your Letters Have That 


BXKCUTIVE* 
APPEARANCE 7% 


iy [ypownitons 


INTERNATIONAL BUSINESS MACHINES 


FIRADE MARKS 


Making an excellent impression is, 
of course, part of any executive's 
job. Helping you do just that with 
every letter you send out is the par- 
ticular function of the IBM Electric 


Executive* Typewriter. 


It's not only the distinctive type faces 
from which you can choose; it's the 
spacing of each character in every 
word and line that gives your letters 


that "Executive appearance." 


Next time you receive a letter typed 
on an IBM Executive Typewriter, 
compare it with others in the same 
mail. Better yet, telephone or write 
the nearest IBM office today, or mail 
the coupon below. We'll be glad to 
show you the difference an IBM Ex- 
ecutive can make in helping you make 


the best impression. 


IBM, Dept. AO 
590 Madison Ave., New York 22, N.Y. 


() I'd like to see the 
IBM Electric Executive Typewriter. 


() Please send brochure. 


City State 
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Airs His Views on Copy 
in Cadillac Campaign 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


some moment of revelation. They 
can now bat back to their drawing 


} 


To the Editor: Somebody, re- boards and scrap whatever they’ve 
cently, said something nice in AA | been doing and try to make like 


about Cadillac advertising; 


it may never appear in AA. 


I realize, of course, that this is | Cadillac's 


I’m | 
gonna say something bad, though | 


| Cadillac. ..I’m sure. 


“Its beauty alone would place 
|this new motoring creation among 
all-time greats.” “Its 


strictly a David and Goliath setup | beauty alone,” the man says. How 


(with David, in this version, prob- 
ably missing his aim) but I’m still 
gonna make my pitch: 

First, to the odor of the adver- 
tising, and you’ll forgive me if I 
adopt the style Frank Fay used 
some years ago in his burlesques 
of popular song lyrics. . . 

“Cadillac—a new inspiration for 
the automotive world,” the copy 
reads. Now ain’t that just ducky? 
I’m sure all the engineers of Lin- 
coln, Chrysler, Rolls Royce, and 


others, have just been teetering on. 
their tokuses waiting for this awe- | 


(Simpson-REILLY, LTD. 
Publishers Representatives 


Since 1926 


LOS ANGELES HALLIBURTON BLDG. 
[SAN FRANCISCO CENTRAL TOWER 


about its utility? Ain’t it 
‘have an engine? Even it it’s only 
isome old 210 h.p. clunker that 
won't drive it over 125 m.p.h.? 
|Personally, I’m all for beauty, but 
a car can be compared to a beauti- 
iful and prurient female—you 
want one that will run a little, too 
“Its innumerable’ exterior 
changes have made it simply 
| breath-taking to behold.’’ Webster 
‘Says, in defining innumerable: 
‘Too many to be counted. Now 
either this gay, mad copywriter is 


‘the members of which can’t count 
|above ten, or he means what he 
| says; and if he means what he 
‘says there should be not the 
'slightest resemblance between this 
Cadillac and any Cadillac that was 
/ever built! And besides all that, 
it’s “breath-taking.” Can’t you just 
'see people swooning and gasping 
\for breath as they approach it? A 


.. “Essex County women rank 12th in retail sales— 


now we rank 12th in paying bills.” 


NEWARK NEWS 


Daily & Sunday 
Newark, New Jersey 


gotta. 


addressing a kindergarten class, | 


footnote should inform us that a| 


pulmotor squad and free oxygen 
are available in every showroom. 

And speaking of footnotes. . . 
“And for those who desire the ul- 
timate comfort, a wonderful new 
Cadillac Air Conditioner* is avail- 
able.” The * means: Available at 
extra cost. 

The power steering is * too. 

Now, I ask you. . -Here’s a car 
that sells for what? Five, six thou- 
sand berries? At that price, and 
with the build-up they give it, 
why shouldn’t everything, includ- 
ing a box of good cigars or a blond, 
be standard equipment? On a 
de luxe hot dog you get “the 
works” at no extra cost; why not 
on a Cadillac? Apparently the ac- 
/cessory racket’s not dead yet, even 
for a motor car that “transcends 
‘any previous concept of how a 
motor car should act and handle.” 
‘Shall we dance? 
WELLES IRWIN Price, 
| Price Advertising, Genoa, III. 


|Wants to Spread Series 
_on Post Office Department 

To the Editor: One of the most 
useful editorial jobs I have ever 
seen in a business publication is 
-your current series on the opera- 
tion of the Post Office. 

If the series is put together in 
reprint form, I should like to ob- 
tain enough copies to send to sen- 
ators from this state and various 
members of Congress in whose 
districts our people live. 

Most of America seems to be 

genuinely concerned about gov- 
ernment waste and the growth of 
bureaucracy. Few, however, have 
the facts to nail down _ specific 
/cases, but your series has made 
| this possible in at least one depart- 
|ment. 
From our experience working 
| with such materials handling com- 
panies as Clark Equipment, Mag- 
nesium Co. of America, Chicago 
Tramrail and others, we have long 
wished that we could direct the 
same sales appeals to the Post Of- 
fice Department that have been 
accepted by industry generally as 
a great opportunity for cost cutting. 
Won. A. MARSTELLER, 

Marsteller, Gebhardt & Reed 

| Ine., Chicago. 

2 * * 
_Lays the Discount Problem 
at Manufacturers’ Doorsteps 
| To the Editor: As a retailer with 
‘two photographic retail stores I 
|was intrigued by your editorial 
|“Half Retail and Half Off” and I’ve 
/been reading the published com- 
;ments. I admire your frankness 
land honest reporting—something 
|which the photographic trade 
lacks. Even our own trade paper 
has cried out against this vicious 
‘abuse and all we get is, “It’s the 
jother guy” and “you can’t expect 
us to police the industry.” Here 
are my thoughts from a retailer’s 
| viewpoint, based on years of care- 
|ful observations throughout the 
|photographic industry. 
' As a former vice-president of 
‘this honorable business, I am still 
‘waiting to hear from the manu- 
facturers of branded items. Only 
a handful have been honest enough 
to fight back and stick to the little 
retailer. The majority, however, 
are interested only in volume. Os- 
trichlike, they can’t seem to see 
that this so-called volume is only 
artificial—for just as soon as the 
discount houses (all over the coun- 
try, by the way) build up their 
own customer volume, they’ll 
switch to their own private labels 
‘and then the manufacturer will 
have to produce private labels to 
keep his factory going. (Some na- 
‘tionally known photo manufac- 
‘turers are doing this right now.) 


Meanwhile the retailer, who built 
up demand because of the personal 
service nature of the photographic 
business, will be either out of bus- 
iness—or in some other line—and 
the advertising money spent on 
plugging a brand xame will be 
wasted. 

I put the blame right at the 
manufacturer’s doorstep (with the 
few exceptions noted). Or, if you 
prefer, his 
Why do they permit their precious 
brand-name products to be sold 
at 20, 25, and yes, even 30% off 
the list? Why do they sell to 
jobbers who not only sell to re- 
tailers but who also supply dis- 
count houses in quantity? Don’t 
they appreciate the good will val- 
ue of their names?... 

One of these days one smart ad- 
vertising man in one smart agency 
will see the light and advise his 
client (a non-ostrichlike producer) 
to crack down—and start at the 
desk of his own sales manager. 

Meanwhile, as an independent 
retailer I’m still following the pol- 
icy set five years ago when I felt 
the stinking breath of the “dis- 
counter” coming my way. I push 
only the items of manufacturers 
who keep away from _ discount 
houses and who do not sell to me 
and against me. My business has 
shown a healthy increase every 
year and my customers are my 
friends. I continue to strongly dis- 
courage the time-wasting so-called 
friends and so-called customers 
wno take up hours of our sales- 
men’s time getting the mechanical 
facts and stock numbers and then 
buy at a discount house. I am one 
man who does not believe that the 
customer is always right; an in- 
dependent store owner has to have 
some self-respect and dignity and 
I can choose my customers. 

MILTON STARK, 

Stark-Films, Baltimore, Md. 

% * 


° 
Sets AA Right on a 
Very Remarkable Lady 

To the Editor: May I rise to 
make a slight correction of the 
story (AA, Jan. 12) concerning 
the purchase of the Morris Herald 
by “Miss” Mabel Shaw of Dixon, 
Ill. The purchaser is a great grand- 
mother, and a very remarkable 


fly to Australia, the Philippines, 
Japan. She is the owner of the 
famed 112-year-old Nachusa Tav- 
ern hotel at Dixon, now the Na- 
ichusa House, I believe. She _ is 
also, as you reported, the pub- 
lisher of a chain of Illinois and 
Iowa newspapers, and in addition 
‘she is much interested in Illinois 
‘agriculture, owning as she does, 
many hundreds of acres of rich 
$500-an-acre Lee County farm 
land. 


E. P. HERMANN, 
Editor, News Bureau, LaSalle 
Extension University, Chi- 
cago. 


advertising agency. | 


lady. She and Mrs. Charles Wal- | 
green, of Dixon, are planning to} 


THIS IS KENTUCKY ‘ 


ta cone tmaten, inthe ttn Wecortnanin slaty ie cwcnannn mind teadition 


one mene a reais wheinks 


EARLY TIMES 


Ae vatrorliy (qm ity Sewell Pevethun 


AO NA BETA OG teaver ee tC RE 


KENTUCKY—Ladies’ Home Journal’s theme, ‘Never underestimate. .., might be ap- 
propriate for this double feature. The “Betsy Ann,’ painted by Dean Cornwell, graces 
the cover of the February True, ‘the man’s magazine, 

“issue, (also by Cornwell) the ad for Early Times—“every ounce a man’s whisky.” 


“” 


and illustrates, in the same 


It's a Man's World 


| To the Editor: It’s still early 
January, but I’ll nominate the fol- 
lowing for the advertising coinci- 
dence of the year! 
| The attached cover of True 
‘magazine, illustrated by Dean 
|Cornwell, shows a Kentucky river 
‘boat, named the “Betsy Ann.” The 
attached Early Times advertise- 
|ment from Page 25 of the same is- 
sue of True, is also illustrated by 
Dean Cornwell. It shows a Ken- 
tucky river boat. The boat is 
named (look closely), the “Betsy 
Ann.” Both illustrations are in 
full color. 

Oh, yes—True is the ‘“Man’s 
Magazine.” Early Times is “Every 
Ounce a Man’s Whisky”! 


JACK WESLEY, 
Northbrook, Il. 


Two Production Men Air 
Views on Over-Run Problem 
To the Editor: Congratulations 
on Kenneth B. Butler’s article 
(AA, Dec. 8) on the 10% over-run 
or under-run nuisance. Why not 
keep beating the drum on this sub- 
ject, until some action is taken? 
I see no reason why printers can- 
not make allowance for spoilage, 
and figure on the basis of de- 
livery of the quantity ordered. We 
are in the steel business and we 
suffer from spoilage in course of 
manufacture which runs at least 


—— Gdtioducing 
GRAPHIC ARTS 


SMUDGE-PROOFS 
ARTWORK 


SPREY . . . a clear ACRYLIC 
plastic; protects, preserves and 
waterproofs. Wash drawings — 
Charcoal sketches—Repro proofs. 


SPREY covers faster and easier than 
a “blow-on-type” fixative. 
SPREY was formulated with the Ad- 
agency and artist in mind. 


‘Sprreag is ony soo oie 
NO DEALERS $425 


oe 1) Of Can 


PACKED IN HANDY 
12 CAN CARTON 


Acrolite International 


12 Hollywood Avenue, 
Hillside, New Jersey Dept..7 
MONEY BACK GUARANTEE | 
(C0 1 trial can $ 1.50 | 
() 6cans @ $1.35 percan $ 8.10 
() 12 cons @ $1.25 per can $15.00 | 
C) Enclosing our check (SPREY will | 
pay postage) 
J 


() Send C.0.D. (We will pay postage) 
Name 
Street 
City State 
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30%, but we don’t ask our cus- 
tomers to order 2,600 lbs. every 
time they need a ton of steel. 

_Mr. Butler mentions the dif- 
ficulties with catalogs. Consider 
how much worse the situation is 
in printing material like an ex- 
ternal house organ, of which there 
must be enough copies to meet a 
set mailing list. In ordering we 
must theoretically add to this list 
10%, to protect ourselves against 
shortage. On a list of about 10,- 
000 this gives us 1,000 copies for 
which we have no use. But if the 
printer exercises his right to de- 
liver 10% over-run, we receive 
2,100 copies for which we have no 
use. Obviously this can increase 
our expenditures as much as 21% 
over what is necessary to do the 
job. Needless to say, in practice 
we do not make the full 10% al- 
lowance in our orders, and the 
printer, like most, does not take 
any unfair advantage of his pre- 
rogative. Nevertheless, we do suf- 
fer extra, probably unnecessary 
expense, and there is surely an 
unnecessary uncertainty about 
how much we are spending and 
how much we are getting on any 
one order. 

So hammer away at this non- 
sense again, and again, until it is 
eliminated as a “trade custom.” 

JOHN F. SPENCER, 

Advertising Division, Repub- 

lic Steel Corp., Cleveland. 

~ 


To the Editor: Kenneth B. But- 
ler is absolutely right in stating, 
in “Tips for the Production Man” 
that printers seldom invoke the 
10% over-run. 

It has been my experience that 
most printers use different meth- 
ods of billing when there is an 
over-run. For instance, one sup- 
plier makes it a practice to ask us 
if we can use the over-run before 
he bills. Another has, at times, 
billed at a very low rate and some 
have shown the over-run at “No 
Cost” on their invoice. 

In my opinion, the supplier who 
asks if we can use the over-run, 
before billing, is doing us a good 
service, since we have often had 
greater demand for a_ printed 
piece after initial distribution. 


In the very rare case of a sup-| 


plier who consistently bills for a 
full 10% over-run, we discuss it 
with him and inform our purchas- 
ing department since we agree 
with you that production of any 
piece can be controlled in the 
plant. 
W. M. THOMPSON, 
Supervisor of Production, 


Sales Promotion-Advertising 
Department, Shell Oil Co., 
New York. 

e ” e 


Offers C. M. a Tip 
on Public Relations 

To the Editor: If The Creative 
Man was even halfway serious in 
his article entitled “We Have a 
Question” in the Dec. 8 issue, I 
suggest he read a good text on 
public relations. In the early or 


‘“softening up” stages of a long. 


term campaign designed to in- 
fluence public opinion, there is 
every reason not to do the exact 
thing that he suggests. 

The attached enclosure, which 
crossed my desk this morning, will 
probably answer his question. 

WILLIAM T. PATTEN, 

Director of New Products, 

The Chattanooga Medicine 

Co., Chattanooga, Tenn. 


Mr. Patten refers to a statement 
in Standard Oil of California’s 
shareholders report, third quar- 
ter, 1952: “A point has been 
reached where it is essential that 
the fundamental laws surround- 
ing supply and demand _ be 
brought into play and that prices 
be adjusted upward by a reason- 
able amount to stimulate more 
crude oil supplies in California. 
Standard Oil Co. of California 


and others in the industry have 
petitioned the Office of Price Sta-. 


bilization to help correct the situ- 
ation by authorizing reasonable 
advances in the prices paid for 
purchase of crude oil, and com- 
mensurate adjustments in the 
prices of finished products. No 
| product price changes were asked 
| to cover the increases which have 
‘occurred in wages, materials and 
other costs.” 


* » * 

Marks Ohio's 150th Birthday 
To the Editor: With the State of 

Ohio observing its Sesquicenten- 


nial this year, we believe you 
might like to see the first indus- 
trial house organ in the Buckeye 
state to publish a special Sesqui- 
centennial Edition saluting this 
anniversary marking Ohio’s 150th 
birthday. 

“Shop Talk” is an employe mag- 
azine published monthly by one 
of our clients—The Monarch Ma- 
chine Tool Co., Sidney, O., manu- 


facturer of lathes. 


ARTHUR P. SCHULZE, 
Hill & Knowlton, Cleveland. 


Wants an Alphabetical List 

To the Editor: It seems to me 
that in one sense the advertising 
field has outdone both the New 
Deal and the Fair Deal. We have 
more alphabetical agencies than 
F. D. R. managed to dream up in 
his most creative moods. Witness: 
AAAA, ANPA, ABC, CCA, BMB, 
ARF, BAB, NARTB, ANA, AMA, 
OAA, ASCAP, SRDS and so on 
alphabetus ad infinitum. 

It occurs to me that you would 
render a real service to young 


33 


folks just entering advertising (as 
well as some old timers) if you 
would list as many of these associ- 
ations as possible, giving their full 
names and the nature of each or- 
ganization. 

Lead, kindly light. 

H. E. McDONALD, 

Media and Research Depart- 

ment, Fitzgerald Advertising 

Agency, New Orleans. 


A good idea. AA will endeavor 
to act upon it. 


It's a pretty picture from a 
profit standpoint too! Wiscon- 
sin farmers’ milk checks add 
up to $500,000,000 a year. 


aye = 4 4 
: AN 


or time savers. 


Alerting them to what’s new and profitable in dairy 
farming practices is the job of Wisconsin Agriculturist and 
Farmer. It’s devoted to keeping them informed . . . and has 


NO. 1 DAIRY STATE OFFERS YOU 


wonderful sales opportunity! 


| Wisconsin produces more dairy products than any other 
state .. . these farmers catch on fast . . . and are quick to 
adopt new operating methods . . . that are profit-makers 


been for more than 103 years. 


Selling these prosperous and progressive farmers of the 
top ranking dairy state is simplified by two facts: 


@ Dairy income is cash income, spread over every month of the 


year in almost equal proportion. 


@ Advertising can be concentrated in one medium—in the "Ag" 
which reaches 9 out of 10 of the best farm families in the state. 


WISCONSIN 


... because it serves their 
best interests exclusively! 


Wisconsin farmers know the “‘Ag’”’ is their 
farm publication; it has been published 


just for them for more than a century. 


It’s local, timely, speaks their language. 


That’s why its coverage and cover-to- 
cover readership are so amazingly high 


. why it’s your best medium in this 
top farm market. 


riculturist AND FARMER 


DANTE M. PIERCE, Publisher, Racine, Wisconsin 
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‘Financial World’ Issues 


|!corporation annual reports and an 


Shareholder Relations Manual #”@!ysis of shareholder techniques. 


“Shareholder Relations 


by Financial World, New York. 


The 68-page reference manual, 


Man- | 
ual,” first indexed handbook on 
the subject, has just been issued 


The manual stresses the use of 
programs to foster broader invest- 
ment interest in a company’s se- 
curities by means of annual re- 
port advertising and publicity re- 


edited by Weston Smith, executive leases. About 1,600 copies are be- 


v.p. of the magazine, and origina- 
tor of the publication’s annual cor- 
porate report survey, deals with 
the history and objectives of this 
division of public relations, the 
preparation and distribution of 


ing sent to winners of the maga- 
zine’s annual corporate’ report 
awards, and the remainder of the 
5,000 press run will be sold at $1 
a copy. 


Media Buyers Assn. Elects 


DERUS ASSOCIATES 


The Leader in Rapid Production 
and Effective Distribution of 
Radio Releases and News Mats 


Home Office 
420 N. MICHIGAN 
CHICAGO 11 
Phone SUperior 7-4360 


| George F. Haller, Biow Co., has 
|been elected president of the Me- 
‘dia Buyers Assn. Other officers 
‘elected are Julius Joseph, Frank- 


\lin Bruck Advertising, Ist v.p.; 
Jeannette Le Brecht, Harry B. 
Cohen Advertising Co., 2nd v.p.; 


Robert Sill, Alfred J. Silberstein- 
Bert Goldsmith, treasurer; Jack 
Manning, Geyer Co., secretary. 


“Woods Joins Reach Agency 


Robert J. Woods, formerly ac- 
/count executive with Lawrence 
Fertig Co., has joined the New 
| York office of Charles Dallas 
| Reach Co. in a similar capacity. 


Advertising Age, February 2, 1953 


Ruppert Takes 9th Place Among Brewers; 
Credits Gain to Stores in Merchandising 


j 
| 


NEw York, Jan. 28—Jacob Rup- 


| pert Brewery, which made a net. 


sales gain in ’52 of 300,000 bar- 
rels and moved up in national 
sales rating from 11th to 9th place, 
‘has launched a $2,000,000 expan- 
'sion program. Half of this amount 
'will be spent for construction of 
new bottling lines, additional can 
facilities and better handling of 
packaged beer. The other $1,000,- 
000 will be spent for other plant 
and distribution facilities. 

Since Knickerbocker, a new 
beer with an old name, was intro- 
duced March 1, 1951, Ruppert has 
scored one of the most rapid fi- 


nancial recoveries in the brewing 


‘industry. By the end of ’51, ten 
/months 


later, the company had 
turned a $1,610,000 net loss for 
1950 into a net profit of $480,000. 
In 1952, although figures are 
available only for the nine months 
ended Sept. 30, net sales totaled 
$24,341,755 compared with $18,- 


871,787 for the ’51 period. 


s Credit for the gain is given by 
Ruppert executives to the brew- 
ery’s effective use of WNBC’s 
food store merchandising plan, 
known as Operation Chain-Light- 
ning. Chain stores 
limited 
number of advertisers to qualify 
who have a product normally sold 
by food stores, and who have dis- 
tributed in major chains in the 
New York market, and who con- 
tract for a net expenditure of 
$1,500 a week on WNBC for a 
single product for a minimum of 
13 consecutive weeks. 

Advertisers who qualify get a 
minimum of one week’s preferred 
position displays in about 1,500 
food stores in metropolitan New 
York. This includes A&P, Bohack, 
Grand Union, Roulston, Food Fair, 
King’s and several other chains. 


The one-week-in-store promotions | pulse sales have soared since we’ 


STUDEBAKERS ; 
1004 


ANNIVERSARY 


baker wanted. 


Kling studios 


*CHICAGO 
601 North Fairbanks Court 


HOLLYWOOD 


(Ray Patin Productions) 6650 Sunset Boulevard 


NEW YORK 


affiliated with Thompson Associates @ 40 E. 51st St. 


DETROIT 
1928 Guardian Building 


NE of the most talked about adver- 

tisements of the past year was a full- 
color spread celebrating Studebaker’s 
100th anniversary. In vivid paintings 
it dramatized the panorama of the years 
from 1852 to 1952, and Studebaker’s 
role in the growth of America. 


e To bring this idea to life, Art Direc- 
tor Bill Savin of Roche, Williams and 
Cleary, Studebaker agency, called in 
Kling Account Executive Ray Statz. 
Fifteen separate illustrations were 
needed and Savin wanted Wendell 
Kling to do them all. Kling’s fresh, 
individual style, he felt, was perfect for 
capturing the historical feeling Stude- 


e Artist Kling then began extensive 
research to give each illustration the 
necessary authenticity. He studied old 
photographs, checked with the Army 
and Navy Departments, consulted 
other authorities. Then he did the 
entire series in water colors that gave 
a vibrant quality to his paintings of 
great moments in American history. 


e Wendell Kling’s interpretations of 
subjects as far apart as covered wagons 
and atomic energy shows a versatility 
typical of all the top artists on Kling’s 


staff. You see their fine work every day 
in every type of advertising and edi- 
torial art. Let Kling’s topflight artists 
do a superior job for you—in every- 
thing from line drawings to full color 
paintings. Call Kling now! 


Cow onby Aingle sow, ot 


ADVERTISING AND EDITORIAL ART 
DISPLAYS © PHOTOGRAPHY | 
TELEVISION FILMS © SLIDE FILMS 
MOTION PICTURES © SALES TRAINING 


AND MAINTENANCE MANUALS 


cooperating | 
‘with WNBC enable a 


appear in all stores of each chain 
in the same week, although not 
necessarily in all chains simul- 
taneously. 


s As explained to AA by Harold 
|J. Farrell, sales manager of Rup- 
/pert’s special accounts division, 
this enables Ruppert to do both 
impact and impulse selling. Dis- 
plays can be set up anywhere in 
the store. Ruppert uses high traf- 
fic aisles usually, near or in the 
vicinity of the meat counter. Its 
|beer is the only beverage dis- 
played during the week. By offer- 
ing prospective buyers beer at a 
/point in the store where it is usu- 
ally not displayed, Mr. Farrell 
says, it simplifies a buyer’s choice. 

“We never put a display in 
the beverage department,” he said. 
|“There a woman has to decide 
|among several competitive brands. 
In an aisle near the meat depart- 
/'ment she sees only one, is remind- 
ed to get it, can pick up a bottle 
lor a case right there, and has 
jnothing else to confuse her. Im- 


started this merchandising late in 
1°S3.”” 

. This intensive point of sale ad- 
vertising and intensive merchan- 
| dising in chain stores have materi- 
‘ally increased Ruppert’s package 
|sales. Mr. Farrell says that this 
|plan has enabled Ruppert to in- 
crease its sales in A&P stores 80% 
| in 1952 over 1951. 

| This so-called Chain-Lightning 
| operation is now being used as the 
'backbone of Ruppert’s 1953 mer- 
'chandising, Mr. Farrell said. The 
| brewery employs 12 merchandis- 
ing and display men to handle dis- 
plays in metropolitan chains. They 
| go into a store about three days in 
advance of the promotion and set 
‘up displays and check stocks. 


's “This intensive merchandising 
has been the answer to our sales 
/problem,” Mr. Farrell said. “De- 
'spite my firm belief in the power 
‘of advertising to precondition a 
|buyer,” he said, “I am convinced 
that advertising alone is not 
‘enough. Merchandising and point 
‘of sale promotion are needed at 
the retail outlet.” 

| Ruppert is currently using out- 
| door advertising, newspapers, ra- 
‘dio spots, television spots, busi- 
/ness papers and foreign language 
papers, in New England and the 
Middle Atlantic states. Its ad 
budget is about $1,000,000 annual- 
ly. Biow Co. is the agency. 


Allington Elected Sales V.P. 


H. C. Allington has been elected 
v.p. in charge of sales of the east- 
ern division of Colorado Fuel & 
‘Iron Corp. His headquarters will 
be in New York. He will supervise 
sales of all products manufactured 
by the company and its recently 
acquired subsidiary, John A. Roeb- 
ling’s Son Corp. Mr. Allington has 
been general sales manager of the 
Wickwire Spencer Steel division 
of CF&I since 1947. 


Cowan Opens Own Studio 


Robert W. Cowan, formerly cre- 
ative art director at Anderson & 
Cairns, New York agency, has 
opened an office as a consultant 
art director at 32 E. 39th St., New 
York. He will also maintain a 
studio at Old Greenwich, Conn. 
He is a v.p. of the Art Directors 
Club of New York and a member 
of the Society of Typographic Arts 
and the American Institute of 
Graphic Arts. 


Three Reps Add TV Stations 


William G. Rambeau Co., John 
E. Pearson Television, and Bolling 
Co., New York, have added a new 
|TV station to their representative 
list. Pearson was signed to repre- 
sent KFSA-TV, Fort Smith, Ark., 
due on the air May 1. WFAM-TV, 
Lafayette, Ind., which hopes to be- 
gin telecasting by late spring, 


named Rambeau, while WTVU, 
Scranton, Pa., expected to be in 
appointed 


operation by April, 
Bolling. 
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RECEPTION ROOM—The entrance to the new Chicago office 
of Marsteller, Gebhardt & Reed has this look, for visitors. 
At right is the switchboard operator, who doubles as re- 
ceptionist, and at left is a glass wall (lighted from both 
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Marsteller, Gebhardt & Reed Inc. Occupies New Offices 
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sides) separating the reception room from a display cor- 
ridor containing examples of the agency’s work. 


GENERAL OFFICE AREA—Secretaries’ desks, here, are lined up 
outside account executives’ offices. At the far end of the 


room is the switchboard, with reception room beyond. 
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THE CHICAGO LAYOUT—This plan of the Chicago office shows the grouping of executives and assistants. 


; 2 ies vi 06 , 

PRESIDENT’S ROOM—In the office of William A. Marsteller, 
in Chicago, two walls are painted dark green and the 
other two are covered with olive green grass cloth. Chairs 


Marsteller, Gebhardt & Reed, which grew out 
of the merger in May, 1951, of Gebhardt & 
Brockson, 35-year-old Chicago agency, and Mc- 
Carty Co., Pittsburgh, moved into new offices 
in both cities within the space of a few months. 
Chicago headquarters are at 185 N. Wabash 
Ave.; the Pittsburgh office is in the Law and 
Finance Bldg. 

In Chicago, offices of the principals and media 
director and conference room are arranged 
around the reception room and a display corri- 
dor. The layout follows a work-flow plan from 
account executive through media and traffic to 
art and production. Since MG&R has no copy 
department, but operates on a basis that makes 
account groups responsible for their own creative 
work, assistants are located adjacent to account 
executives in the Pittsburgh office, where glass 
walls are used exclusively. 


FOR CONFERENCES—The conference room in the Chicago of- William A. Marsteller, president, and E. A. 
fice accommodates 12 comfortably, and has access to the Gebhardt, chairman, are located in Chicago. R. S. 
building corridor, as well as to the main offices. 


Reed Jr., executive v.p., is manager of the Pitts- 
burgh office. 


FOR ART’S SAKE—F red B. Livingston, art director in the Chi- 
cago office, has this room with draw curtains and modern 


furniture. The paintings are by Mrs. Livingston, also an 
artist. 
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EXECUTIVE—E. A. Gebhardt, board chairman, occupies this 
modern light room in the Chicago office. The walls here 
are grey-blue grass cloth; draperies are shades of tan 
and brown. 
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Mail Order and Direct Mail Clinic. .. 


Help the Post Office Help You 


By Whitt Northmore Schultz 

AA’s Washington editor, Stanley E. 
Cohen, is currently writing a series of 
articles on the Post Office Department— 
that vast organization whose woes worry 
all of us in business. 

The Post Office is big business, em- 
ploying 500,000 persons, in 50,000 
branches, and spending $2,822,000,000 
yearly, Mr. Cohen reports. 

Such a tremendous business desper- 
ately needs the help, advice, and cooper- 
ation of its “customers’”—and that in- 
cludes everyone! 

In my new job as p.r. director of 
the Direct Mail Advertising Assn., rep- 
resenting the billion dollar mail order 
industry, it’s my job, and that of my col- 
leagues, to work closely with our new 
Postmaster General, Arthur Summerfield, 
and his assistants. 

It’s also my job, as an individual mailer 
and head of a mail order business, to co- 
operate fully with the postmaster in my 
own town. And, by cooperating with him, 
I’ve found our first, second, third and 
fourth class mail gets far speedier service. 

So, Mr. Cohen, my first suggestion to 
those who use the Post Office is: 


s Get to know your postmaster and his 
staff. Know them all by name. Take a 
sincere interest in their problems—for 
their problems are often yours, too—and 
appreciate that they are human also and 
that they react favorably to kindness and 
thoughtfulness. 

You’d be surprised how this basic 
knowledge of your post office and its 
personnel pays off. 

And here are some other basic steps 
we've taken to cooperate with local postal 
officials (all business is local, you know, 
and that applies to your post office, too): 

1. Address mail with state spelled out 
and typed on separate line, in capitals. 
And the name of the city on another line. 
The more complete you make your ad- 
dresses, the faster your mail is dispatched. 
Postmen read up when sorting the mail. 
Thus, when you address your mail in 


Employe Communications... 


this manner, it’s handled with greater 
speed: 
Mr. William E. Jones 
1115 Old Elm Lane 
Glencoe 

ILLINOIS 


ws 2. We keep letters and post cards faced 
the same way for easy handling. And we 
keep stamped and metered mail in sep- 
arate bundles. 

3. We deliver packages to the pcst office 
once a day, keeping together those in the 
same zone, state and city. By doing this, 
our parcel post is bagged far faster. 

4. We’ve learned mai] dispatch sched- 
ules and we attempt to allow arsple time 
to get the mail to the post office so there 
is sufficient time to sort, tie, bag and dis- 
patch it. 

5. We meter mail for speedier handling. 
(Metered mail does not require cancela- 
tion, thus a time-consuming step is elim- 
inated.) 

6. When making flyer or catalog mail- 
ings, we try to deliver the literature 
neatly and securely tied, using large, 
printed facing slips which designate des- 
tination. And we always try to mail when 
the post office staff is in a lull period. 

7. Our shipping room staff is briefed on 
postal laws and regulations periodically. 

8. Wrap and tape packages securely. 
Use large, easy-to-read labels, neatly 
typed, addressing labels in the manner 
suggested above. 

9. Use a post office box to get mail 
quicker and more frequently. (Mail sort- 
ers are tossing mail in boxes all the 
working day.) 


= 10. Whenever we want a package in- 
sured, registered, sent C.O.D., or special 
handling or delivery, we plainly mark 
this fact with large red rubber stamps 
on the face of the package. In so far as 
possible, we figure exact costs in ad- 
vance, thus halting extra post office han- 
dling. And we keep al! packages requir- 
ing special attention separate from regu- 
lar mail. 


The Cartoon as a Communicator 


By Robert Newcomb and Marg Sammons 

One of the more nimble devotees of the 
sketch pad is a man named John Gibson 
Bliss, who operates out of 50 Stevens Rd., 
Needham 92, Mass. Bliss has been con- 
tributing for some years to various em- 
ploye journals, and he has now defined 
his activity as “Cartoon Communication.” 

Bliss does not rely on that hoary Chi- 
nese chestnut that a picture is worth a 
thousand words. He takes the stand that 
a good cartoon can give increased strength 
to a message. He likes to see cartoon and 
text work together. In the field of com- 
munication with employes, Bliss has an 
excellent point: The editorial in any com- 
pany magazine will increase its reader- 
ship if it is illustrated. 


a If the early signs can be depended 
upon, management is going to have some- 
thing to say about itself in the next four 
years in its publications for employes. Al- 
ready the vague and aimless themes are 
being scrapped in favor of more forth- 
right declarations of management view- 
point. The moral seems to be that, if 
you’re going to sell free enterprise to the 
working public, you'd better start de- 
scribing it. 


The audience which Cartoonist Bliss 
has in mind is the worker audience that 
likes its stuff in visual form. It’s a TV 
audience, a picture magazine audience, 
and in the big cities at least, a tabloid 
newspaper audience. To reach it, Bliss 
feels, the bright thing to do is to approach 
it in terms of its own obvious preferences. 
A lot of company editorials, he properly 
believes, are uninviting when they stand 
alone. Fortified with a cartoon, they begin 
to command attention. It doesn’t make 
any difference whether he is plugging his 
own cartoon medium, which he obviously 
is—the point is that he’s right. 

Editorials in company publications for 
employes suffer not only from lack of 
visual appeal. They suffer from length. 
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The Creative Man’‘s Corner... 


GENERAL 4h: ELECTR 


Eloquence 


Generally an exponent of long copy, we have this to say regarding GE’s 
recent four-page, four-color smash in The Saturday Evening Post. There is 
a time when an advertiser has something so powerful to say that laboring the 
point becomes not only unnecessary but inadvisable. There is also a time when 
an advertisement such as this speaks so eloquently of its own excellence that 
critical comment itself says most by saying least. Need we say more? 
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Most of them are written to convey, not 
just one important thought, but an entire 
philosophy. In the development of the 
theme, the main point gets lost. 


= In a current issue of a well-known 
magazine for employes, there is an edi- 
torial presumably by the company pres- 
ident which is 996 words long. It has five 
paragraphs. It has no graphic relief of any 
kind, and the column is called “Editorial,” 
a label which is scarcely designed to pack 
the house. The editorial develops no sin- 


The Eye and Ear Department... 


gle theme, but dabbles among a dozen. If 
an enterprising employe fought his way 
through to the finish, he would know that 
the president believed in success, hard 
work, staying on the job, clean living 
and good beoks. Probably no cartoon 
would have saved this particular editorial, 
but it might have helped. 

In the coming battle for men’s minds, 
the editorial that says something in the 
company magazine has a distinct mission. 
That mission will undoubtedly be aided 
if it can have some graphic support. 


The Muniz Pitch 


If you’ve never heard a Muntz TV pitch 
on your radio, you’ve missed the audio 
equivalent of a wrestling match—with 
you, dear listener, the victim. The an- 
nouncer—operating, no doubt, under 
strict instruction—does everything but 
reach out of your loud speaker and pin 
you in a half Nelson. 

“Muntz is making TV history. Imagine 
a 20-inch, super-powered Muntz TV at 
the low, low, unheard of, unthought of 
price of only $119.95—plus tax!” And the 
reason Muntz can do this? “No middle 
man! No distributors! No dealers! The 
factory price is the price to you!” 


® This is no mail order proposition, how- 
ever. While Muntz has no dealers, it does 
have “factory showrooms.” These are not 


described, but you get the idea they are 
probably like Robert Hall showrooms, 
with TV sets hanging from plain pipe- 
racks. You don’t even have to visit these 
showrooms. You can “call now for a 
free, within-the-hour, home demonstra- 
tion.” 


® As for payment, you pay nothing— 
for 45 days, anyway. Then you begin 
small monthly payments. And all this 
while you enjoy “a big, clear, beautiful 
picture” on a TV “the equivalent of sets 
costing as much as $250 more.” Muntz, 
if you’re interested, puts its sets together 
in “the giant, modern Muntz TV factories 
in Chicago.” 

All this transpires between platters. 
The instant one platter is finished, the 


ee i ere Se is sim) i San ge Sirgen oar, >| yoo the hy ) ee ee ree 3» So ae 3 Me a re af oe ae a a ae Ge ag 4 Ae te; a Boks tks egia phy Oo Nene oes 3 ~_ eee Be Fee 5 3 fe Fee 
= ERE Se See aeteron et ee sete ge Pe aes Kee See =, Fan tT SO ae ana pana pee SE ee eM a aS Sea A carly BCA CIR LE oa! ara nl Ly gee Sy” car me A oem: ote eM Ae Wes lar ACN a ch gaa Baan h), Semon BESTE RS: hoe. Se | me aes Se 
PRR eg og ok) td Ras ER I clea ae Mo ETI a aa ee RT dG RA ae ESR A Re ST as Se cea SN Ped CM cd et +, ee ane? Bee eas 6 amarante (eigen. 
ee es Oe eee ae ee a ed Ge ene ar ts ee 
rik rie Macrae fot Spain cola, RO Rae ala “ame ee = wig a cae cae a ode hale wee (of a Pes he aoa a ceiraion Wiel ieee nei ~~ bs eta ‘ at ; : st Dy $5 ai 6 yO ees = 
aa Ores ng Be aes ee BIG rh oo 25 wig ele ae. Scream ne 2, Re aa Ree es Cen een e een Oe aR ae Sones Pa eee ee ns oe ee Peet 4% ae ee te EN 4 
eels hee i CP eg tos 3 me Spee eS. GUM ee re ra a Bg a ees i. : eae eS soa ee om Ney Sad a ek Rd Fe Meee oS hy eae Pree OU Pee en Cee aie eS ee Se = Vere é s 
ie Bi = eae rane SRE ein, ee PR cg iene. oe ee | o eee aa Di aa SA a yaa eae a oe oe ce ee oP ae tig. Ne i 2 SMM oe ee 
eye er NR see a oe ed oly bi na ag ai a ae, a SR NE ae ARIE AG Ss 2 Ma en RE 7 5 2 eR ee a em. an _ eee ca ae 
- . vi a Brie: eee eT" ies it * 
re * ‘ ‘ z . ; i : . oe pee 2 bye seine Be é- . ee — 
- eS Ac 
A 
a —_-e_—_--_--. \  __—X—X—«—"—"=<$_["_—wUUUOuUu  _—__—_—_-— 2000” OO lea==yxyy»>>_ i stc 
| a = 
‘ aii s ha 
E a te : Ma : 7 Foor kite! fuud waste 2 
7 — : .§ aes Be 
a E . ¥. j a: oa , 
: ee ‘ cod an, F ’ : 5 es I 
- 1m a 7 tle \ fir 
ee om p a a Bee ce: } 
ai ‘ ia = wrpe eaesPe ry \ 
1” ees Pe ae can vos Bi : 
’ ‘ &® ¥6 . ENERS ECTR 
i VUE FIRST AUTOMATIC 
a THE FiRST JET ERGMEUN Gf SLOECTHM BLANKET 
“i @ _ Pi Sx 
7 : < ; i ‘ , —— 
; Z yt , “ l rs iA : a: ~ 
Fe SW has Sew] 4 ahi 
he ial eS WON e pw ‘ 4 
2S ec ‘ i 3 Zs ‘ ‘ 
hs oalaged fae. o.. 3 "3 
a 2, get) centnat @ crecraic NERAL oD ELECTR GENERALS ELECTRIC 
a oe 
ns its was 
7 s sn 4 TRE Piet * deewacoml Laue THE FURST HIGH VACUUM f J a Tt 
Be : : , RADIO POWER TUBE ! a st Sa 
are — mR f OSC A 
ae aa ie Be Aicioe i . < 
Bee $ ; ae ee Ee 
gts , ae ee : f 
ae a P ae da Ja 
. a , Yon ee ey ; ke: 
i ran sities ania _— a ha 
Sees maid by gE CTA GER ERAL ELECTR ENERAL ELECTRIC 6 5 
na J é é pPtmenar @ ececrac co 
pe. a oe ELECTRICAL PROGRESS fol 
; LE © ; ~~ : 
dears aa N Ee < ll me ‘ Sere tc : I ot] 
: ae enon oe * eee ee ee 
a ee ee = rs eB to 
aks oa ie sd tin 
=u : a ‘ fe ems ‘ di on 
Pi, sti 
ae , 
oe in’ 
coe cle 
Bs lik 
Pon 
ae Sel 
ae be 
vi or 
— bu 
pe iag tw 
ce yo 
. dif 
see 
cao . 
eis 
ce shi 
gi .. 
ae loc 
“ie 
cae po: 
aE yo 
fey / me 
gh 
ia we 
re be 
bs 5 ane 
ie sul 
ti | ing 
seen ‘ 
ee sui 
ae the 
i ‘ 
ane ? > ——— ma 
or ie Ge You ns 
5 Sa TE. | loc 
" N rage ee Rs 
vs “ fe T ent 
x ™NS : DO THEY 7 
ee po. Bu 
ene ae eae - ne 
axe tp 3 
i i . fee 
\ i 
; my 
re «b! 
ae ita 
is 
; age 
age 
+ (2) 
; as 
in 
ae cie 
heat bol 
oe ali 
adi 
the 
. alo 
tio! 
sy oft 
PSAP GY SAS SEI Sake LM ty. SERPS May 8 ERROR PO ae HT EN mph oy AE? taller Kee ry ka eI ba rem ate eee A GAH, Be SPS SASSY MN GER RE RAS GE IL, CUE BU ee HE RY ee 


Advertising Age, February 2, 1953 


announcer has started—and he doesn’t 
stop till the next platter begins. Not even 
to announce the title of the ensuing rec- 
ord. Muntz sounds like an advertiser who 
has bought a hundred lines of space and 
is determined to fill every agate line of 
it. 

When you aren’t being bombarded by 
what sounds like the announcement of a 
fire sale, you are having the Muntz theme 


Salesense in Advertising ... 


song pounded at you—in a vibrant march 
tempo: 
There’s something about a Muntz TV 
In, oh, so many ways! 
There’s something about a Muntz TV 
That wins your lavish praise! 
Maybe the sets win it, but the ad- 
vertising doesn’t. Gives you the impres- 
sion the old Mad Man is still crying his 
wares from a used car lot. 


Concerning One of the Most Fundamental 
Principles of Advertising 


By James D. Woolf 


Advertising Consultant 

A correspondent, commenting on my 
Jan. 5 piece in AA, suggests an explana- 
tion of why “so much advertising copy 
has to be imitative, boresome, canned, 
conventional.” His letter: 

“It’s because the cli- 
ent, the man who pays 
for the ads, is like any 
other customer for any 
other article. He wants 
to be sure that he’s get- 
ting real, genuine, sure- 
enough ads—not some 
kind of off-brand sub- 
stitute. 

“Suppose you walked 
into a store, and the 
clerk showed you a suit that didn’t look 
like the suits Brooks Brothers, Hart 
Schaffner & Marx, and Kuppenheimer had 
been showing? A suit with wider lapels, 
or longer flaps on the pockets, or four 
buttons when the others had been showing 
two or three? You’d back off, wouldn’t 
you? You wouldn’t buy it—because it was 
different, not what the leading makers 
seemed to be doing this season. 


James D. Woolf 


s “But suppose you were just window- 
shopping? Not buying, not an imme- 
diate customer for suits, but merely 
looking around. In other words, in the 
position of a reader, not a client. Then, 
you’d inspect the suit with more interest, 
more attention than a conventional suit 
would attract. Your judgment wouldn’t 
be involved, you wouldn’t need to make 
a decision involving money, you wouldn’t 
suffer from the purchaser’s fear of mak- 
ing a mistake. 

“The parallel isn’t precise, of course, 
because ads are made to persuade, and 
suits are made to wear—but I think 
there’s a germ of truth there. 

“As for a solution to the problem— 
maybe the agencies need to spend more 
effort convincing clients that if an ad 
looks, smells, or feels like any competi- 
tor’s ad, it’s no damn good!” 

In this observation by my correspond- 
ent, which he calls “just a hunch,” I 
think there is a very large germ of truth. 
But when he absolves the agency and 
hangs the green banana on the client, I 
feel that he is grievously in error. It is 
my conviction, born of a very consider- 
«ble experience, that most dull copy (“im- 
itative, boresome, canned, conventional’’) 
is dull for two simple reasons: (1) the 
agency wrote it that way because the 
agency wanted to write it that way; and 
(2) the client okayed it, more or less 
as written, because he had confidence 
in his agency. 


ws I have no patience at all with agen- 
cies—and there are some—that excuse 
boresome, rubber-stamp copy with the 
alibi that the client insisted on it. Most 
advertisers, and I’ve served so many 
that I’ve lost all count, are willing to go 
along with their agencies’ recommenda- 
tions pretty much as submitted. There are 
often differences of opinion, of course, 


and sometimes a recommended campaign 
is killed entirely, in which case the agen- 
cy tries again. But the final result, nine 
times out of ten, in the main represents 
the agency’s thinking. If it doesn’t rep- 
resent the agency’s thinking and if the 
copy is obviously bad, the agency ought 
to give serious thought to resigning from 
the account. 

In my Jan. 5 article I don’t believe 
there was any suggestion, even by impli- 


cation, that it is easy to avoid being im-_ 


itative and conventional in the production 
of advertising ideas. It’s a staggering 
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problem. In their anxiety to avoid bore- 
someness with an original approach, 
many writers violate, perhaps thought- 
lessly, what I believe is one of the most 
important fundamental principles of ad- 
vertising. 

What is this important fundamental 
principle? I trust my readers will forgive 
my boresomeness if, for the umpty-umpth 
time in this column, I repeat my notion 
about it. Here it is: 


2 All effective selling is selective. No 
product is completely universal—teeth- 
ing infants don’t chew gum or smoke ci- 
gars, diabetics shun sugar, city apart- 
ment dwellers don’t use lawn mowers, 
and few teen-agers need Polident. By 
the same token, people who love pies, 
home-baked or store-bought, are not ne- 
cessarily interested in “the bonus you get 
in extra washing and cleaning help.” And 
the gals who go for permanents are not 
necessarily the gals who are all hotted 
up over automatic washers. 

May I now call to your attention to the 
Fels-Naptha and all advertisements, re- 
produced herewith, which appeared in 
the January issue of Good Housekeeping. 
These two freaks, in my book, are com- 
plete and utter violations of advertising’s 
most important fundamental principle. 
Among Good Housekeeping’s several mil- 
lion readers it must be true that there ex- 
ists a body of women, three or fo@r hun- 
dred thousand, say, who are currently 
interested in automatic washers. But it 


Goesn't follow that they are equally in- 
terested in beauty shop permanents. Con- 
cerning the Fels-Naptha ad I need not 
comment: It speaks for itself. 

These two ads, as I see them, are 
desperate attempts to avoid what my cor- 
respondent calls the “imitative, bore- 
some, canned, conventional” approach. In 
this worthy objective I suppose they have 
been successful. But at what cost! . 

A great deal of copy, as I said in my 
Jan. 5 article, is a fearful bore—the same 
old claims, the same old cliches, the same 
tired old adjectives, the same old exag- 
gerations. This is most unfortunate. But 
I do believe that the direct approach is 
more effective, even when it is imitative 
and dull, than the non-selective “catchi- 
ness” employed in the all and Fels-Naptha 
advertisements. 

Getting back to my correspondent’s 
“hunch,” who is responsible for the fre- 
quent violations of advertising’s most 
fundamental principle? In most cases, I 
think, the answer is the agencies that do 
the violating—because they don’t really 
believe in the principle. 
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Capital Dollars Mushroom Outside Industry 


Because of the key role of capital in- 
vestment in this country’s dynamic econ- 
cmy, the recent estimate by the Depart- 
ment of Commerce of the possible level 
of business activity in 1955 involved care- 
ful consideration of all the fields in which 
the use of capital for durable goods and 
permanent investment may be important. 

The study was based on the assumption 
that capital investment due to defense re- 
quirements will begin to decline after 
1953, and that even this year the con- 
tinued large expenditures for defense will 
not be principally in terms of new plant 
and equipment. 

Thus the problem which Commerce 
economists tackled was really that of de- 
termining how a reduction of the volume 
of capital investment in industry might 
be made up in other directions. Public 
roads, institutional building, new retail 
centers and the like were given most of 
the emphasis. 


# While capital investment is the key to 
much of the business activity which keeps 
volume, employment, profits and taxes at 
a high level, and thus is of interest to all 
segments of the economy, it is of direct 
concern to many industrial marketers, 
whose output of machinery and equip- 
ment absorbs a large part of the capital 
invested in expansion of the country’s 
production plant. 

For these manufacturers, the question 
of where to look for supplementary cap- 
ital expenditures is of immediate concern, 
since markets which can absorb a large 
volume of equipment and other perma- 
nent facilities may be able to offset in 
large measure the decline of investment 
in industrial plant and equipment used 
for defense production. 

The current series of articles in Apver- 
TisiInc Ace, discussing the necessity of 
modernizing the Post Office Department, 
one of the largest businesses in the world, 
is an interesting exposition of the needs 
of enterprises other than industrial in the 
field of capital investment and replace- 
ment of obsolete buildings and equipment. 

While industrial operations usually 
include processing of one kind or an- 
other, many of them are simple materials 
handling activities, moving products from 
one place to another. Incidentally, the 
construction industry is entirely one of 
moving and placing materials. The Post 
Office is an excellent example of a busi- 
ness which has run down because of lack 
of attention to the use of modern methods, 
including the installation of all types of 
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materials handling equipment, from lift 
trucks to motor trucks. 

There are many other types of oper- 
ations, such as warehousing and whole- 
saling, which are normally not considered 
a part of the industrial market, but which 
actually could absorb a very large volume 
of equipment for better handling of mer- 
chandise. As a matter of fact, cost cutting 
through the use of machinery of this kind 
may be the solution of the problem of 
staying in business for many enterprises 
in this field. 

Large retailers in all lines are big users 
of what would normally be considered in- 
dustrial equipment. The warehousing and 
distribution of merchandise has become a 
huge operation, and the substitution of 
mechanical for man power in this work 
could easily result in a much greater de- 
mand for all types of equipment in this 
general area. 

The Department of Commerce called 
attention to the growth of shopping cen- 
ters outside metropolitan districts, and the 
consequent big investments which will 
continue to be made in building and 
equipping these stores. Not long ago 
Harley McNamara, head of National Tea, 
called attention to the fact that while 
30 years ago a grocery store could be 
equipped and stocked for a few thousand 
dollars, today’s entrant in the highly com- 
petitive supermarket business requires 
an investment of $250,000 or more. Much 
of this expenditure is represented by 
building construction and store equip- 
ment. 


# Commerce's study of 1955 investment 
possibilities properly stressed the con- 
tinued growth of schools, hospitals and 
other institutional facilities. Increased 
population, plus the higher standards of 
public health, will encourage the invest- 
ment of large funds in all of the service 
areas. 

While industry will continue to rep- 
resent a major market for the sale of 
capital goods, and will maintain heavy 
expenditures for replacement purposes, 
if not for entirely new plants, there are 
so many other avenues for profitable 
capital investment outside of well-defined 
industrial markets that it will be impor- 
tant to note the trends in this direction. 
They may provide a satisfactory solution 
of the problem of how to keep the econ- 
omy moving forward, even though capital 
investment in certain areas is practically 
certain to be reduced from the peaks of 
the defense period. 
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Tips for the Production Man... 


Must Pictures Face Into the Page? 


By Kenneth B. Butler 

As long as I can remember, copybooks 
have finger-wagged a warning that illus- 
trations should always face into the page. 
This in order to pull the attention of the 
reader into the layout and text, not out of 
it. 

I guess most of us have gone along with 
this—-tearing our hair to find illustrations 
that pointed left, or right. . flopping nega- 
tives, rearranging layouts, switching pages 
from left hand position to right in order 
to obey this law of the optics. 


8 Lately, my interest has been wandering 
off the page, so to speak. I begin to see 
pictures boldly walking right off the 
page, pointing anywhere except into the 
text. An honesty of presentation seems to 
be appearing, with picture arrangement 
and picture sizing more important than 
the way it looks. 

Can it be that this copybook rule, like 
so many others, is becoming a cliche? 
Certainly editors are not paying as much 
attention to it as they formerly did. Here 
is a copy of Life magazine, with Queen 
Elizabeth looking (and pointing, too) 
smack off the page. Over the page, a giant 
submarine about to glide off into the outer 
ether. Then a television story with five 
dramatic illustrations looking off the 
page. And so on, including a movie ship, 
troubled schoolteacher, and others. 

Found plenty of examples in the ads, 
too, including Botany 500, Playtex girdles, 
Moet champagne, etc., although by far 
and away the preponderance of the ads 
are designed so that pictures face into the 
layouts. 

It is interesting to note, too, that make- 
up editors nearly always spot the place- 
ment of advertisements within their pages 
so that principal illustrations point into 
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THE OUTWARD LOOK—Principal pictures look 
outward, yet picture organization of un- 
deniable merit forms a pattern that pulls 
the interest of the reader down to the 
product name and selling information. 
Are ideas of eye-flow undergoing a 
change? 


the book. 

One production man of my acquain- 
tance holds that in a picture series all the 
illustrations on the right hand page should 
point off the page in order to help carry 
the reader on to the next page in the 
series. His idea is that this helps develop 
continuity. 

Which is more important in layout: 
the swing of picture groupings? Or the 
direction which the objects face? Should 
art and photography be built around the 
layout? Or should layout be adapted to 
the natural impact within a picture? 


The Art of the Copy Chief 


An agency copywriter, recently promoted to copy chief, searched the 
literature for some information on just what the job of being a copy chief 
involves. Finding little of value on the subject, he wrote a letter to Walter 
Weir, v.p. of Donahue & Coe, who at one time was copy chief at J. M. 
Mathes, Lord & Thomas, and Kenyon & Eckhardt. 


The reply he received seemed so cogent an analysis of the copy chief's 
job that he asked Mr. Weir if he might release it for publication. AA is 
glad to publish it for the edification of all copy chiefs who may be able 
to detach themselves from their harassing duties long enough to read it. 


There is a sad dearth of literature on 
the subject of copy direction—because, I 
surmise, the audience is so limited. I don’t 
know that any literature, if it existed, 
could successfully explain the major re- 
quirement—which is a sincere desire to 
bring out of others a kind of writing of 
which you yourself are not capable, be- 
cause it is not only theirs, but the best 
they can produce. The copy chief who 
tries to cast other writers in his own 
mold is wasting both his own and his 
agency’s time; it would be quicker and 
easier for him do all the writing him- 
self. 

This means that he must draw out of 
writers the talent, the skill and the right 
words that they are not experienced or 
patient or determined enough to draw out 
of themselves. He does not tell them what 
to do—he keeps asking them until they 
recognize themselves what to do. 

At the same time that he is patient, he 


is demanding. The fault of most of us 
who write is that we are lazy. There is 
not one of us who cannot tell when our 
copy is faulty—and there is not one of 
us who does not succumb to the tempta- 
tion to let it be as it is, hoping like a 
child that others will not notice how un- 
tidy it is or how unwashed behind the 
ears. And when some perspicacious in- 
dividual tells us what is wrong with it, 
he is seldom telling us something we do 
not know—he is simply calling to our at- 
tention faults we saw but decided not to 
correct. 


s A copy chief must also have the respect 
of those under his direction. They must 
be aware that he knows what he is talking 
about—and, occasionally, it is good if he 
starts a piece of copy on his own and 
does it better than they might have done 
it. He does not do this to shame them— 
he does it to prove he is not just a critic, 


but a creative man. 

If he has under him a writer who writes 
only on a piece of paper—without filling 
in the spaces of the layout he sees in his 
mind—the copy chief makes clear that 
copy is not written for an undesigned 
page; it must be written to make possible 
a presentation on a magazine or a news- 
paper page, a presentation that gains in 
force and impact through type and illus- 
tration. 


= He also trains his writers to subject 
their copy to the three tests of clarity, 
believability and pertinence before they 
present it to him. Is what it says under- 
standable? Is it sincere—or does it excite 
suspicion of deceit? And does it come as 
close as it possibly can to giving a aemon- 
stration of the product in print? 

A copy chief, in short, is somewhat like 
a father—who not only supports his chil- 
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dren but prepares them to be self-sup- 
porting, in a way he hopes will be far 
superior to the manner in which he has 
supported them. To do this, he does not 
indulge them. He seeks not their love but 
their respect. And he does all in his pow- 
e1 to keep them from remaining depend- 
ent on him. 


= How this could be put between the 
pages of a book I don’t know. But I do 
know this—no satisfaction you get as a 
copy chief is equal to the satisfaction of 
seeing writers you have developed leave 
you and develop on their own. When they 
do, they seldom give you a credit line. 
But don’t let this disturb you, because 
it is a sure sign that you have developed 
them properly; they are no longer satel- 
lites of yours, they are writers in their 
own right—which is exactly what you 
have been striving to make of them. 


Looking at the Retail Ads 


' 


. Heritage for 


By Clyde Bedell 


It has always seemed to me a great 
privilege to write advertising. It is a 
great privilege for any young man or 
woman to sit down and tap out on paper 
his personal experiment at moving the 
public. It is a great privilege to sit in a 
comfortable office and experiment at what 
can be the impact of your wisdom, your 
sincerity, your eagerness to serve, on the 
great audiences editors assemble. While 
someone else pays the bills! 

What is in the mind of the writer of 
advertising? Shouldn’t there be something 
of this eagerness, this awareness of the 
vast potential in white space? Here is 
white space to be filled. Out there is a 
human, fluid, living, dynamic market of 
people—capable of tremendous interest 
and response—if the writer only says the 
right words, weaves the dream, conveys 
the value, carries conviction, and impels 
the right action—or reaction. 


s And yet—a vast amount of advertis- 
ing takes on nothing of this great ad- 
venture in influence, echoes none of the 
drama of the lone ad person preparing to 
select the right prospects out of wide cir- 
culation and bring them running in dozens 
or hundreds—or thousands—to a store. 

In this ad on six columns in a Miam) 
paper with 200,000 circulation, how im- 
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personal, how unrevealing, how unexcit- 
ing is the message. Can you imagine peo- 
ple walking into this store saying: “I 
want to see my new heritage for happiness 
circa 
readers know what “circa” means, or even 
“heritage” for that matter? 


appealing that could be said of this fur- 
niture. This ad doesn’t even reveal the 
wood or woods, or the color or colors. One 
piece of this furniture added to the ad, 
large enough to reveal character (in the 
upper right hand corner) would have told 
much. Then with the heading and copy 
completely re-done, a copywriter might 
have played upon the minds and middles 
of the newspaper audience with telling 
effect. 


publishers can be indifferent to whether 
stores get a good money’s worth from 
their advertising. Stores buy 220 volt 
space, fill it with six volt copy, publishers 
collect—and don’t care. Publishers are 
the only great entrepreneurs in the coun- 
try who sell vast volumes of something 


’60”? Neither can I. How many 


There must be something arresting and 


@ It has always baffled me that smart 


with complete indifference as to whether 
it functions well for the purchaser or not. 

In the long run, publishers will learn 
how costly this is to them. They can, of 
course, ignore the matter now while 
profits are still relatively easy to make. 
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Campbell, Nabisco 
to Sell Soup and | 
Crackers Together | 


j 
| 


CAMDEN, N. J., Jan. 27—-Camp-. 
bell Soup Co. and National Biscuit | 
Co. are pooling advertising and 
merchandising during February to. 
sell Campbell’s tomato soup and. 
Ritz crackers together. 

Consumers will be urged 
through newspaper ads, maga-. 
zines, radio, television, car cards, | 
truck posters and point of sale, 
material to “Buy ’em together.” | 

In addition, merchandising de-— 
partments of the magazines, radio | 
and television networks and sta-. 
tions are giving support to the) 
campaign. 


® Full-page ads will trun in 
American Family Magazine, 
American Home, Better Homes & | 
Gardens, Better Living, Every- 
woman’s Magazine, Family Circle, 
Ladies’ Home Journal, Life, Mc- 
Call’s, New York Sunday News, 
New York Sunday Mirror, Par- | 
ents’ Magazine, The Saturday | 
Evening Post, Western Family, 
and Woman’s Day. 

The Bert Parks “Double or 
Nothing” show on CBS-TV and 
“The Aldrich Family” on NBC- 
TV, both Campbell Soup spon-| 
sored, will be used for the promo- | 
tion. Television spots have been 
scheduled in 65 cities. Nabisco) 
trucks are carrying special post- 
ers, aS are subway and surface 
cars in New York and Chicago. 

Ward Wheelock Co. is the: 
Campbell Soup agency and Mc- 
Cann-Erickson the Nabisco agen- 
cy. 


Farm Journal Inc. Boosts 
Odell to Advertising Head 


Eliott D. Odell, v.p. and a di- 
rector of Farm Journal Inc. since 
October, 1951, 
has been ap- 
pointed advertis- 
ing director of 
the company. 

Mr. Odell, be- 
fore joining 
Farm Journal, 
had been associ- 
ated with Faw- 
cett Publications 
and Topics Pub- 
lishing Co. in 
New York. He 
has been in the 
advertising business for over 25 
years. 


Eliott D. Odell 


Seabrook Farms to Ayer 


Seabrook Farms Co., Bridgeton, 
N.J., grower and processor of. 
quick-frozen vegetables and fruits, | 
has appointed N. W. Ayer & Son, | 
Philadelphia, to direct its adver- 
tising. Hilton & Riggio, New York, 
formerly handled the account. 
Plans are under way for en ex-| 
panded and closely integrated pro- 
gram of consumer and trade ad-.| 
vertising and sales promotion. 


‘Army Times’ Boosts Three 

Army Times Publishing Co.,| 
Washington, has appointed R. W. | 
Hunsehe general manager. Allan| 
S. Waldo, advertising director, has | 
been named business manager. 
Donald Mace, editor of Air Force 
Times, has been promoted to ex-| 
ecutive editor, supervising Army 
Times, Air Force Times and Navy 
Times editorial activities. 


Opens 1953 Campaign 

For the first half of its 1953 ad- 
vertising campaign the Niagara 
Mfg. & Distributing Corp., Adams- 
ville, Pa., manufacturer of me- 
chanical massage equipment, will 
run ads in Collier’s, Good House- 
keeping and Ladies’ Home Journal. 
In addition, Niagara is planning 
advertisements in scholastic and 
sport publications. 


Hicks to Harvey Hubbell Inc. 
J. C. Hicks has been named v.p. 
of sales for Harvey Hubbell Inc.. 
New Britain, Conn., manufacturer 
of electrical wiring devices. Mr. 
Hicks formerly was general sales 
manager of Sylvania. Electric 
(Canada) Ltd., Montreal. 


|Reo Motors Forms Subsidiary T 


| 


Reo Motors Inc., Lansing, Mich., 


wo Name Brisacher, Wheeler station WTVU, and Henry J. Geist appointed Brisacher, Wheeler & 
Appalachian Co., Scranton, own- | & Associates, New York, represent- | Staff, New York, to handle their 


has formed Reo Truck Leasing er and operator of the new u.h.f.!ing electronic manufacturers, have | advertising. 


Inc., a wholly owned subsidiary. | 
It is the first time a truck manu- 
facturer and operator of branches 
has entered the truck leasing field | 
directly. The new company will 
engage in coast-to-coast truck) 
leasing operations. 


Editorial Guide Out in March | 


| 


The “1953 Editorial Directory,” | 
containing 8,000 names of editors | 
and editorial analyses of 2,000. 
magazines, will be brought out the 
first week in March by the Galub 
Publishing Co. The directory will 
cover business, industrial and pro- | 
fessional publications, and con-| 
sumer and farm magazines. 


Max Cooper PR Firm Moves | 

Max Cooper & Associates, Chi- 
cago publicity and public relations | 
counselor, has moved to new, larg- 
er offices at 203 N. Wabash Ave. | 


Agency Changes Name 


Casler, Hempstead & Hanford, 
Chicago agency, has changed its 


/name to Henry M. Hempstead Co. | 
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Redbook averaged 
over 2.000.000 cireulation for 
the 12 months of 1952... 


the highest yearly average in Redbook history ! 


REDBOOK stands today at the healthiest circulation peak in its 
history — 2,020,000 average for 1952* — the first full year of 
single copy pricing at 35¢. (In August, 1951 REDBOOK be- 
came the first magazine since the war to raise its newsstand 


price from 25¢ to 35¢. ) 


This rosy-red vigor is REDBOOK vigor . . . REDBOOK editorial 
vitality . . . REDBOOK’S steadily increasing hold on the in- 
terests and desires of Young Adults — the 18-to-35 year age 
group. This healthiness reflects not one extra editorial page 
added; not one extra promotion dollar spent. REDBOOK’s 
editorial package was sharpened . . . made more acutely sensi- 
tive to the self-interest of its chosen target — America’s Young 
Adults. 

The fact that these vital Young Adults are responding in 
increasing numbers to their magazine should be extremely 
significant today to alert advertisers looking for a sound buy — 


in a profitable market. 


*First 9 mos. A.B.C.: last quarter publisher's estimate. 
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Kott Boosted to Ad, Promotion 
Head for Seagram Division 


Murray Koff, assistant to the 
v.p., also has been 
placed in charge 
of advertising 
and sales promo- 
tion of the Juhus 
Kessler Distilling 
Co. division, Sea- 
gram-Distillers 
Corp., New York. 

Mr. Koff, asso- 
ciated with Seag- 
ram since 1944, 
will be responsi- 


New York, Jan. 27—A mini- 
imum of 1,118 new supermarkets 
|opened their doors for business in 
11952 compared with 1,166 in 1951, 
|according to a survey published in 
the current issue of Super Market 
Merchandising. 

In the first of a two-part report, 
ble for carry- the magazine says that operators 
ing out intensi- controlling 9,400 stores averaged 
fied advertising and promotional | $22,000 a week from stores open- 
plans for the division. ing during 1952, and that they ex- 
pect to average $42,000 in each 
new store planned for 1953. 

“This kind of additional vol- 


Does your ad ‘ume,” it is pointed out, “can be 
LOOK LIKEa BUM zained only from larger markets. 


we’ | Indications, therefore, point to the 


iit 


AT A FORMAL ~ or does it fi the | possibility that in 1953 the trend 
JAY Pe conmixamong the bese tase walk | toward larger markets will be re- 
WA L K advertising typographer 


sumed. 
11 EAST HUBBARD ST., CHICAGO a1, aL. | 2 “During 1952 < the report eave 
’ y , 


Sales Contests Lagging? 


Give Travel Awards 


wv INSTEAD OF MERCHANDISE 
© @)* HAPPINESS TOURS has the answer to your 


“award” problem. Everyone likes to travel—go places 
and see things. What better awards could you give for 
your next contest or promotion than give trips or 
vacations to the winners? The pleasure, glamour, 
excitement of a tour will be remembered for years. The possibility 
of winning such a prize will add interest and enthusiasm that will 
amaze you. 


HAPPINESS TOURS win 


help you plan your “‘incentive”’ 


Murray Koff 


Yor 15 
EVERYWHERE 


bs Soe .. custom-make 

them to your individual needs or 

and budget... handle all the = FOR SALES | 
details .. . make all the arrange- CONTEST PRIZES 
ments for you...have the 

“know-how” that make their 


AT EVERY PRICE 
trips a lasting memory of pleas- IGS 5 ee eal 
ure—long to be enjoyed. 


Let us send you the names of clients who use Travel Awards with 
great success. Write today for complete information and “Contest 
Award” rates. rn there is no htc “teen 


ht wettity 


4 ask about oor | 


) SPECIAL | 
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Happiness 


CLIP THIS COUPON 
TO YOUR LETTERHEAD 


AMERICA’S GREATEST TRAVEL VALUE 


le 

| 

| 

| 

| Happiness Tours, Dept. 409 
| 6 East Monroe Street 

1 Chicago 3, Illinois 

; Yes—lI'm interested in learning more about the Happiness Tours 
| “Travel Award” Program. 
| 
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1,118 Supermarkets Built in ‘52; 
They're Getting Bigger and Bigger 


“the reversal in size was not par- 
alleled by a letdown in the progres- 
sive development of new lines. 
Drugs, dietetic foods, housewares, 
stationery, sundries, magazines, 
soft goods and similar new lines 
obtained even greater prominence 
in ’52 than before.” 

A third important development 
reflected in the survey is contin- 
ued expansion of self-service, par- 
ticularly in meats, delicatessen, 
produce and company-baked 
goods. The report also shows that 
supermarkets are giving customers 
extra conveniences: 60% of new 
supermarkets have air condition- 
ing and 46% have rest rooms. 

Parking lots with ample facili- 
ties for the “shopper on wheels” 
marks another major trend, the 
survey shows. In 1949, only 55% 
of the markets built in that year 
had parking lots, and the average 
size was 1.5 times the market size. 
In 1952, close to 89% of the new 
units have parking lots and the 
ratio to store size is 2.5 times. 


ws The average 1952 market de- 
pends for business on 4,997 cus- 
tomers handled by 23.2 employes. 
About one-third of the new en- 
trants continue to be single-mar- 
ket operations owned by newcom- 
ers in the industry. In fact, almost 
as many supermarkets are opened 
by such single entrepreneurs as by 
the big chains with 100 stores and 
over. 

“Evidence that there is still con- 
siderable room for entrance by 
the smaller operator,” the maga- 
zine says, “‘is seen in the fact that 
48.8% of all the new markets 
opened in ’52 were introduced to 
their neighborhoods by organiza- 
tions controlling ten markets or 
less. The remainder of the units 
were opened for business by those 
organizations with 11 markets or 
more.” 


‘while 66.1% of the small markets 


However, it is pointed out that, 


are owned by single operators, and 
37.1% by the big chains with 101 
stores and over, 56.1% of the large 
markets have been introduced by 
big chains with 101 stores or more. 


# Supermarkets continue to pre- 
fer the suburban and rural areas. 
Only 23% of the new markets 
were distributed through metro- 
politan centers, and many of these 
were among the smallest markets 
—41.4% to be exact. In suburban 
developments there is a shift of 
market size toward larger units, 
with 50.1% preponderantly in the 
medium and large class. 
Non-food departments contin- 


ued to rate top importance in 1952 
|developments, the magazine says. 
‘For example, 92.9% have drugs, 
|74.6% have housewares, 59.5% 
stationery, 58.7% sundries, 57.9% 
sell magazines, 40.7% handle soft 
| goods, 39.7% hardware, and 35.7% 
sell toys. 
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TV Camera for Industry Bows 


Kaye-Halbert Corp., Culver 
City, Cal., has announced intro- 
duction of the Cyclops, a television 
camera for use in industry. The 
camera provides for remote control 
view of industrial operations. All 
controls are on the monitor unit. 
The camera may be operated 500’ 
from the monitor. Standard types 
of lenses on a 16mm motion pic- | 
ture camera can be used on the 
Cyclops. 


Buys ‘Rocky Jordan’ on Coast 


General Foods Corp., for Post | 
Toasties and Calumet baking pow- 
der, has signed to sponsor the ad- 
venture-drama “Rocky Jordan,” 
on the Columbia Pacific radio net- 
work and the Mountain Group in 
the 11 western states. The pro- 
gram will be aired Fridays, 6-6:30 
eo. Foote, Cone & Belding, New 

ork, is the agency. 


Advertising Age, February 2, 
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SPRING TIME SAVINGS—Elgin National 
buys” during March and April with ads 


seen Pte ee 
ee: - an 


1953 


TIM SANG _ 


uiialn site, 


Watch Co., Elgin, Ill, is offering “banner 
like this, which starts the five-week cam- 


paign in the March 2 issue of Life, featuring Elgin’s “spring time savings.” Young & 
Rubicam, Chicago, is the watch maker’s agency. 


New Westinghouse 
TV Show Stresses 
Less Home Drudgery 


New York, Jan. 28—Emphasis 
will be on merchandising in the 
new Westinghouse twice-weekly 
audience participation show which 
will bow March 3 at 2 p.m., EST, 
over CBS-TV. 

George F. Foley Inc. has been 
signed to produce the 30-minute 
telecast to be called “Freedom 
Rings.” Time has been cleared by 
Fuller & Smith & Ross on 40 sta- 
tions. Packager Winston O’Keefe 
has joined the agency to supervise 
the program. 

Despite the patriotic sound of 
the title, the show refers to free- 
dom from household drudgery. 
Westinghouse plans to give away 
its biggest appliances to show how 
this happy state can be achieved. 
There will also be cash prizes— 
for the studio and home audience 
—for the right answers to ques- 
tions posed by an emcee still to be 
selected. 


s The program format was de- 
signed to stimulate store traffic. 
Would-be home participators in 
the quiz can get into the act by 
stopping at a Westinghouse retail 
outlet and filling out a card. They 
also can pick up a clue card, which 


prepares them with the right an- 


swers, should their names be) 
pulled out of the hat in New York 


for a lucky phone call. Questions 
will be about features of Westing- 
house products. 

Contestants can win everything 
up to completely equipped kitch- 
ens. 

Other Westinghouse news: The 
TV and radio division of the ac- 
count at F&S&R has a new senior 
account executive—Frederick N. 
Polangin, former Philco account 
executive at Hutchins Advertising 
Co., Philadelphia. 


New Baby Food Line Bows 


Gerber-Ogilvie Baby Foods Ltd., 
Niagara Falis, Ont., has introduced 
a new line of 14 junior foods for 
teething babies. D’Arcy Advertis- 
ing Co., Toronto, has released copy 
to French and English women’s 
magazines, and to trade and medi- 
cal publications. 


Crosley Appoints Lincoln 


Crostey Broadcasting Corp., Cin- 
cinnati, has added Gregory T. Lin- 
coln to its New York sales office, 
handling television accounts. Mr. 
Lincoln formerly was with WPIX, 
New York, and has been business 
representative in Copenhagen for 
Danish TV Co. 


Cummins Promoted to S. M. 


J. H. Connor & Son Ltd., Hull, 
Quebec, manufacturer of Connor 
washers, and a division of Mail- 
man Corp., has promoted Robert 
L. Cummins to general sales mana- 
ger. Mr. Cummins has been sales 
manager of the company’s western 
division. 
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WET PROOFS THAT ARE 


GENUINELY WET* 


; 


, 


2k Every set of 


proofing presses. 


plates intended for four 

color wet edition printing is 
both flatted and final proofed 
on modern four color ‘wet’ 


D OT En YVAN Sy Ine. 


- ai Color Work + Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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Conventions 


“Indicates first listing in this column. 

Feb. 9-11. American Management Assn., 
marketing conference, Hotel Statler, New 
York. 

Feb. 12-14. Southwestern Assn. of Ad- 
vertising Agencies, annual meeting, Texas 
Hotel, Fort Worth. 

Feb. 13-14. Northwest Daily Press Assn., 
annual convention, Radisson Hotel, Min- | 
neapolis, 

*Feb. 16-17. Advertising Federation of 
America, First District convention, Brad- 
ford Hotel, Boston. 

Feb. 16-17. Inland Daily Press Assn., 
midwinter meeting, Drake Hotel, Chicago. 

Feb. 20-21. Pennsylvania Newspaper 
Publishers Assn., display advertising con- 
ference, Penn Harris Hotel, Harrisburg. 

Feb. 25. Associated Business Publica- 
tions, annual eastern clinics, Roosevelt 
Hotel, New York. 

March 9-11. Advertising Specialty Na- 
tional Assn., spring advertising specialty 
show, Palmer House, Chicago. 

March 18-20. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 31-April 2. Point of Purchase 
Advertising Institute, annual meeting and 
exhibit, Palmer House, Chicago. 

April 20-23. American Management 
Assn., packaging conference and exposi- 
tion, Navy Pier, Chicago. 

*April 20-23. National Premium Buyers 
Exposition, 20th annual, Conrad Hilton 
Hotel, Chicago. 

April 21-23. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

“April 23-25. American Assn. of Ad- 
vertising Agencies, annual meeting, The 
Greenbrier, White Sulphur’ Springs, 
W. Va. 

April 28-May 1. National Assn. of Ra- 
dio and Television Broadcasters, 3lst 
annual convention, Biltmore Hotel, Los 
Angeles. 

May 1-3. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 3-6. National Newspaper Promo- 
tion Assn., annual convention, Fort Shel- 
by Hotel, Detroit. 

May 6-8. Assn. of Canadian Adver- 
tisers, Royal York Hotel, Toronto. 

May 7. Export Advertising Assn., fifth 
annual international advertising conven- 
tion, Hotel Plaza, New York. 

May 21-23. Southern California Ad- 
vertising Agencies Assn., 3rd annual 
conference, Del Coronado Hotel, San 
Diego. 

May 25-26. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

June 8-10. National Sales Executives 
Inc., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
Hotel, Cleveland. 

June 21-25. Advertising Assn. of the 
West, annual convention, Fairmont Hotel, 
San Francisco. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Som- 
erset Hotel, Boston. 

June 22-25. National Industrial Ad- 
vertisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 


Names Ovesey, Berlow 


Little Empress Coats Inc., New 
York, manufacturer of children’s 
coats, has appointed Ovesey, Ber- 
low & Straus to handle its adver- 
tising. The agency also will han- 
dle Hatsters Inc. and Colleen 
Sportswear Inc., both Little Em- 
press subsidiaries. Four-color in- 
sertions have been tentatively 
scheduled for national magazines 
supplemented by trade advertis- 
ing, direct mail and television 
films for the initial campaign. 


Friend-Reiss-McGlone Advertis-. 


ing previously had the account. 


Mrs. Quigley to Cayton Inc. 


Mrs. Donna Quigley has joined | 


Cayton Inc.’s television depart- 
ment in New York as assistant 
TV director. She was formerly 
with Frank Best & Co. and Reuben 
H. Donnelley Corp. 


Columbia Names Leber 
Lester Leber Co., 


has been named to handle all trade 
paper and direct mail advertising | 
for Columbia Combining Ce. Inc., 
Brooklyn and St. Louis, backing | 
manufacturers and processors. | 


New York, 


1953 


Meyerhott Named by Milani: 
Agency Opens Coast Office 


Louis Milani Foods Imc., Los 
Angeles, has appointed Arthur 
Meyerhoff & Co., Chicago, to han- 
dle advertising for all its divisions, 
including consumer, institutional, 
Diafoods, and gifts. Leonard Shane 
Co., Los Angeles, had the ac- 
count previously. 

Meyerhoff has opened a West 
Coast office at 328 S. Beverly Dr., 
Beverly Hills. Jim Ward has been 
appointed manager of the office. 


Two Join Grey Advertising 


Joseph Mack, display designer, 
has joined the promotion division 
of Grey Advertising Agency as 
manager of the display depart- 
ment. Lawrence Muller, formerly 
with CBS-Television, joins the 
same division as a copywriter. 


Mittelhauser Joins PR Dept. 


A, J. Mittelhauser, formerly in 
employe and community relations 
for Cincinnati Milling pemeey 
Co., has been named an account | 
executive in the public relations 
department of Ketchum, MacLeod 
and Grove, Pittsburgh. 


Pre-test the 
Canadian 


Market! 


| 84,200 Daily* 


| 


Solve the problem with a Test Campaign in Canada’s 
most responsive and co-operative Test Market 


LONDON and Southwestern Ontario 


Let us tell you about it 


The London Fier Press 


lestern Ontariv’s Foriemest Meurspape 


*Publishers Statement, March 31st, 1952 
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Write C. G. Fenn 
Adv. Mar. 
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MOOTH, creamy Lady Borden ice 

cream is a delicious treat as it melts 
in your mouth. But the problem was 
how to keep it from melting before the 
color cameras. Heat from the powerful 
lights used in color photography quickly 
softened the ice cream to a soup-like 
consistency. 


e That's where the ingenuity of Kling 
photographers came in, abetted by 
their experience with thousands of 
other problems in the food photog- 
raphy field. 


e They fashioned a mound of dry ice 
into the desired shape, and placed it 
in the sundae dish. Then, thin layers of 
ice cream were applied. As each layer 
froze fast, another layer was added. A 
home economist was on the set to ad- 
vise on the appearance and texture of 
the ice cream. When she was satisfied 
that the ice cream looked as tempting 
as possible, the lights were turned on 
and color exposures made. Thanks to 
the dry ice, the ice cream remained 
frozen to eye-appealing perfection all 
through the proceedings. 


e Many of America’s largest advertis- 
ers rely on Kling photographic genius 
to bring out the best in their products. 
Let us serve you. We offer you a com- 
plete staff of the best-known photo- 
graphic men in the business—special- 
ists in all branches of color or black 
and white photography. Our commer- 
cial studio is the largest and best 
equipped in the nation, complete with 
room settings and modern kitchen. 
Call us today! 


PHOTOGRAPHY © DISPLAYS 
ADVERTISING AND EDITORIAL ART 
MOTION PICTURES © TELEVISION FILMS 
SLIDE FILMS © SALES TRAINING AND 


MAINTENANCE MANUALS 
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VOTE DRIVE JUDGES—Looking over the prize-winning entry submitted by the Ad- 
vertising Club of Boston in the joint Advertising Federation of America-American 
Heritage Foundation contest for the best adclub contribution to the ‘52 Get-Out- 
the-Vote campaign are (from left) Clyde M. Vandeberg, executive director of the 
foundation; Th D‘Arcy Brophy, chairman of Kenyon & Eckhardt; Louis A. Novins, 


v.p., Paramount Pictures Corp., and Frank J. Reynolds, president of Albert Frank- 


WELCOME—William Chandler of Scripps-Howard Newspapers, 
New York, was the official greeter at the 19th annual Scripps- 
Howard retail advertising conference in Chicago. Attending their 
first conference (front row, from left) are Fred Balz, Evansville 
Printing Corp.; C. L. Jones, Fort Worth Press; Don Fazackerley, 
Son Francisco News; Mr. Chandler; Fred Wilmar, of the Scripps- 


Howard Chicago office; E. A. Tapscott, Evansville Printing Corp., 
and Jack Hall, El Paso Newspaper Printing Corp. In the back 
row (left to right) are Brent Kirk, Evansville Printing Corp.; 
William Borgland, NEA Service; Edward Estlow, Denver Rocky 
Mountain News; J. Peter Doyle, Scripps-Howard, Chicago, and 
N. L. James, also of the Rocky Mountain News. 


Guenther Law Inc. The women’s adclub of Chicago took second place. 


~*~ 


moting the network's 32 member agencies. Left to right are J. Kaufman & Associates, Washington; 


SURPLUS OF $4.43—Smiles all around are probably due to the fact that the Ad- 
vertising Council of Rochester, N. Y.—now three years old—reported an operating 
surplus of $4.43 for the last two years at its annual dinner. Left to right here are 
Ward Maurer, director of advertising, Wildroot Co., and board chairman of the 
Assn. of National Advertisers; Don U. Bridge, general manager, Rochester Gannett 
Newspapers, and new chairman of the council's board; Gen. Frank L. Howley, 
former president of Frank Howley Advertising Co., principal speaker at the dinner, 
and Paul B. West, president of the ANA. 


AD MANAGERS EVERYWHERE YOU LOOK—That was the situation last week at Chicago's Edgewater Beach 
Hotel, scene of the NAEA meeting. In the picture over on the left the man twiddling his glasses and a cigaret 
in one hand is B. W. Lewis, ad director, Rocky Mountain News, Denver. Sitting next to him is Harvey Huff, 
ad manager, Home News & Sunday Times, New Brunswick, N. J. The two women talking together are Jean 
Williams, general advertising manager, the Gannett papers in Portland, Me., and Florence Kuschel of the 


STEERING COMMITTEE—Members of the steering committee for the man, Hoffman & York, Milwaukee; Charles W. Carter, Carter 
National Advertising Agency Network talk over plans for pro- Advertising Agency, Kansas City, Mo.; Henry J. Kaufman, Henry 
Oakleigh R. French, Oak- WELCOME MAT—Not wanting to pass up any possible promotion space, the Kel- 
Frank G. Japha, St. Louis, executive secretary; Herman H. leigh R. French & Associates, St. Louis, managing director, and 
Hutzler, Hutzler Advertising Agency, Dayton; Harry G. Hoff- W. H. Long, W. H. Long Co., York, Pa. 


vinator division of Nash-Kelvinator Corp. is offering dealers rubber mats like this 
‘to draw potential customers to the door of a new Kelvinator refrigerator. 


AIRLINES PLEASE COPY—Southern Pacific Co. (Foote, Cone & on the sides of San Francisco’s famous cable cars. Space on the 
Belding) now has its “Next time try the train’ copy emblazoned panels is handled by Fielder, Sorensen & Davis. 


News Palladium, Benton Harbor, Mich. The trio sitting down are (in the usual order): J. Garrett Noonan, 
advertising director, Louisville Courier-Journal and Times; Phil Buchheit, publisher, Herald & Journal, Spar- 
tanburg, S. C., and Walter Southerland, ad director, Journal-Tribune, Sioux City, la. On the extreme right 
are Robert Morin, from the Detroit office of George A. McDevitt Co., newspaper representative; Charles 
M. Hildner, Bureau of Advertising, and R. D. Daley, general ad manager, Times, Erie, Pa. 
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Advertising Age, February 2, 1953 


This Week in Washington... 


Social Security May Be Overhauled 


By Stanley Cohen responsible for the expenditure of | 
Washington Editor more than $600,000,000 for trans-— 
WASHINGTON, Jan. 29—To judge portation services, and the move- 
by the number of congressmen | ment of more than 50 billion let- 
who have introduced bills on the ters and parcels annually. 
subject, there are few domestic. . e . 
issues so important at the pres-| Sen. Harry Byrd (D., Va.) | 
ent time as improvement of the struck a strong blow for economy | 
social security system. 
The major irritant seems to be troducing a constitutional amend- | 
the $75 ceiling on the amount ment permitting the President to 
which persons over 65 are per-| veto individual items in appro- 
mitted to earn without losing the priation bills. The “item veto” has 
right to draw social security bene- paid off lavishly for the taxpayers 
fits. _in states where it is used, but log- 
As it stands, an “over 65” loses rolling congressmen have hesi- 
his benefits if he earns more than tated to give the President of the 
$75 a month. Some members of United States this kind of power. 
Congress would boost the earn- Absence of item veto enables 
ings limit to $100 or even $200.| congressmen to sandwich pet pro- 
Others want it scrapped entirely.| jects into bills which the Presi- 
Those who would abolish the dent dare not veto. Under spon- 
ceiling argue that it is an out-|sorship of Sen. Byrd, item veto 
moded leftover from depression| may finally have a chance for 
days when the New Deal was try-! serious discussion. 
ing to shoulder the older folks out 


President Dwight D. Eisenhower 


| was keeping to himself the posi-| 
| tion his administration will take 


| 


_in government this week by in-| 


on continuation of price ccentrols. 
| Considerable feeling exists that his | 
message to Congress next week 
| will suggest “stand-by” price con- 
trol authority, to be used tf prices 
advance beyond a danger point. | 
But Rep. Jesse P. Wolcott (R., 
Mich.), chairman of the banking 
and currency committee, ge 
handles price control laws, 
against “stand-by.” He refers to 
it as a plan “to stockpile bureau- | 
| crats.” 


Forms National Ad Sales 
Ormond O. Black, formerly on | 
the sales staff of ApverRTIstnc AGE 
and Industrial Marketing, has 
formed National Advertising Sales, 
with offices at 745 Fifth Ave., 
New York. He has been named 
national representative for Na- 
tional Transportation Journal. 


Britannica Promotes Cole 


Encyclopaedia Britannica Inc., | 
Chicago, has promoted G. C. Cole! 
to sales manager. Mr. Cole has | 
been national trainer in sales. | 
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Monroe Names Hartman Co. Gordon Rejoins Schieffelin 

Monroe Calculating Machine Co. William A. Gordon has returned 
has appointed L. H. Hartman Co., to his position as advertising man- 
New York, to handle its line of ager of the import division, Schief- 
calculators, adding and account-| felin & Co., New York, following 
ing machines, effective March 1. l twe years’ duty in the Air Force. 
Business magazines and news/G. Warren Sumner, who temporar- 
weeklies will be used. H. B. Hum-| ily occupied the post, has returned 
|phrey, Alley & Richards is the! to Abbott Kimball Co., New York, 
| present agency. |as executive on the account. 


| faa ee ee eee 


|] Yes, the Quad-Cities areas J 
J close together as the boroughs q 
s of New York. ..... 


This is the station that covers them 


Represented by Avery-Knodet, — 


of the labor force. They say it con- 
flicts with the basic philosophy of 
social security. As an insurance 
plan, the benefit should be avail- 
able at age 65, regardless of 
whether the citizen chooses to re- 
tire. 


Despite widespread interest in 
social security, there is little like- 
lihood of drastic action this ses- 
sion, but there is real possibility 
that Congress will embark on an 
examination of the system. 

Not so long ago, “substantial” 
people joked about the Townsend 
Plan, which promised a persion to 
everyone over 65, financed on a 
pay-as-you-go basis. They im- 
ported actuaries who devised a 
“sound” social security pian, in- 
volving huge cash reserves, and 
a forbidding series of legal hurdles 
which prevented millions of peo-| 
ple from coverage. 

Now the U. S. Chamber of Com- |, 
merce has taken the lead in re- 
versing the field. In a recent pol- 
icy statement, the chamber de-| 
clared that the $17 billion cash re-. 
serve is unsound, and that limited 
coverage is undesirable. The 
chamber wants social security 
that covers everyone, and it wants. 
it financed out of current govern- 
ment income. 

* * ” 

The House post office and civil 
service committee had little dif- 
ficulty endorsing the appointment | 
of Roger W. Burgess as director 
of the census. Highly regarded 
among professional statisticians, | 
he’s an old friend of the Census | 
Bureau. Only recently he told) 
members of the census staff he) 
was interested in writing a tech-. 
nical monograph which might be) 
published as a census document. | 

During the committee’s nearing, | 
he was asked whether govern- | 
ment statistical work shouldn't be 
centralized in the Census Bureau, | 
instead of spread through a score | 
or more agencies. He thought this | 
was an interesting idea—which | 
would require careful study. | 

a & = | 

The Senate post office commit- 
tee also gave its unanimous ap- | 
proval to Charles Hook Jr., who| 
is to be Deputy Postmaster Gen- 
eral, and John C. Allen, who will 
be Assistant Postmaster General 
for transportation. As former per- 
sonnel director of the Chesapeake 
& Ohio Railroad, Mr. Hook seems 
particularly well suited for high 
office in an organization that em- 
ploys 500,000 people. Under ques- 
tioning, he admitted he nas 100) 
shares of airline stock which he 
was prepared to sell if Congress 
insisted. Congress didn’t. 

Mr. Allen, who is on leave of 
absence as general traffic mana- 
ger of Sears, Roebuck & Co.,' 

would appear to be admirably 
qualified for transportation chief, 
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Enroll now in this 
Exciting P.0.P. Idea Club! 


n the ‘‘Idea-of-the-Month Club” today. 


month we'll send you ABSOLUTELY FREE a new 
and different KLEEN-STIK P.O.P. display. . 
one that has been successfully used to spot ght a 

current or recent merchandising promotion{ A single 


piece, a striking design or special KLEEN-STIK 


please your dealers. 


Fo 


fol 


application may spark an idea that will a 


JOIN THE to 


LEENSTIK 


P.0. Pi 


leading advertisers. We do no printing. 
creative printers and lithographers take 
KLEEN-STIK to make their ideas mer 
their customer’s products. Thus we are 
House for the best P.O.P. ideas. At leas one 


will be mailed shortly i in a convenient, 


pep 


your program, inspire your salesmen, 


r years, KLEEN-STIK has served the hhation’s 
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der for quick, easy reference. 
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Wine Board to Spend 
$500,000 on Spring 
California Wine Show 


San Francisco, Jan. 27—The 
Wine Advisory Board will use 


$500,000 worth of newspaper and 


magazine space to launch its 


Spring California Wine Show in) 


April. 

Two-page b&w insertions will 
break in the March and April is- 
sues of Collier’s, Life and Mc- 
Call’s. California wine ads of 600, 
800 and 1,000 lines will appear 
during April in 192 daily news- 
papers in 116 cities. 

The theme indicates that ‘““Amer- 
icans Are Discovering Wine... 
Wine Has Arrived in the Ameri- 
can Home ...California Wines Are 
Heavily Favored.” Magazine ad 
copy backs the theme with the re- 
sults of an 82-city beverage con- 
sumer survey by J. Walter Thomp- 
son Co., the board’s agency, which 
showed that 21,000,000 American 
families, nearly half the U.S. total, 
enjoy wines regularly. 


® From February through June, 
b&w ads will run in three issues 
each of Gourmet, Holiday and The 
New Yorker describing California 
wines in the “Notes from the 
Wine Cellar Handbook” style. 
Continuity with last fall’s cam- 
paign by the board will be carried 
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looking for 
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DISTRIBUTION! 


If you are @ manufacturer, distributor, or ac 


ency man... it will pay you to get ali 
facts about quick, jow cost tio: dis- 
ribution prod by e direct-to-corsume: 
sales method. 
T™ services of our experienced merchandising 


staff are available at no cost or obligation to 
you .. . for initial planning, product anc 
market analysis, copy assistance and follow 
through. Learn about this old and proven pla: 
that can start thousands of — wise men anc 
women age B ~ oa = & aes ° a 
their own 


OPPORTUNITY MAGAZINE 
Dept. A156, 28 E. Jackson Bivd., Chicago 4, Il. 
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\ Radcliff Forms Unit 


ito Get Non-Foods 
into Supermarkets 


New York, Jan. 27—Supermar- 
_ket Promotion Co. has been formed | | 


ized sales and promotion agency 
to place mass-appeal, non- -food | 


‘specialties in supermarkets. 


Facilities of supermarket pro-| 


'motion—a division of the Alan 
Radcliff Co., marketing consultant 
_—will be available on a sales-per- | 
_centage basis to manufacturers of | 


advertised or non-advertised lines 
that will benefit supermarket dis- 


yy, f, | tribution. 


The parent Alan Radcliff Co > 
specializes in marketing and mer-_| 


chandising counsel to manufac- 


over into the spring campaign. _ turers of brand line toiletries and 
One of the carry-overs will be specialties for the supermarket 


continued use of the give-away | 
“Wine Selector,” 
millions last fall. This selector is 
an accordian folder which pictures 
and explains the appearance, taste 
and proper storage and service of 
eight California wine types and 
how to use them in cooking. 

Display cards, store banners and 
pennants will be supplied to deal- 
ers also. 


Admiral Promotes Dye 


Paul Dye has been named to 
the new position of general sales 
manager of Admiral Corp., Chica- 
go. Mr. Dye has been manager of 
distribution for Admiral 
1948. He joined the company in 
1946 as midwestern manager. 
Prior to 1946, he spent 16 years as 
general sales manager and treas- 
urer of Taylor Electric Co., Mil- 
waukee. 


distributed to. 


since | 


field (AA, Nov. 17, 52). 

Harry E. Bell, formerly a sales 
and merchandising executive for 
manufacturers of grocery special- 
ties and non-food items, has been 
named general manager of the di- 
vision. 


a “SPC is the only organization 
of its kind in the country today,” 
he said. “It fills the gap between 
supermarket and supplier, not only 
in selection of items and analysis 
of proper merchandising, pricing 


ly, through the in-and-out promo- 
tion of these items. Lines handled 
by SPC include housewares, soft 
goods, toys, small appliances and 
similar non-food specialties.” 


He said items of a special pro- 
motional nature, in limited quan- 
tities, are desirable since “rota- 


and profits but, more important-| 


Advertising Age, February 2, 1953 
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FLAMEWARE—Corning Glass Works, Corning, N. Y., will run this full-color spread 
in a March issue of Life. Full-color pages promoting the company’s line of new 
tempered Pyrex cookingware also will appear in March issues of Better Homes & 
Gordens and Ladies’ Home Journal. Young & Rubicam, New York, is the agency. 


Five Join Kagran Corp. 

Kagran Corp., New York, has 
added five people to its staff. They 
are Milton P. Kayle, formerly spe- 

New York, Jan. 27—WNBC and cial assistant in the White House 
WNBT are extending their mer- office, on the personal staff of 
chandising barter arrangements of | pent A B. ) mony © Fe tgag ea 
+ so sae age nage ene ered viously staff producer-director for 


: WNBC, as publicity and promo- 
vertised on the stations to rags tion yon Ry and eeduthien su- 
drug stores. 


pervisor of the Jackie Robinson 
First step in this joint promo- 


WNBC radio show; Noah Jacobs, 
tion came when Ted Cott, manager| formerly with Unity Television 
of NBC’s key stations, signed an Corp., in charge of sales and the 
agreement with Nicholas S. Coso- | development of new packages; Ed- 
alde, executive secretary of the) 


ward L. Justin, attorney, as office 
New York State Pharmaceutical | ™@>28*" and Phyllis Adams, for- 
Assn. The association has 5,000) 


|merly associate TV producer for 
WNBT, as production supervisor of 
drug store members. 
WNBC will give the drug store 


“The Author Meets the Critics.” 
group sponsor credit on the half- 
hour show, “Favorite Story,” star- 


WNBC, WNBT Extend 
Merchandising Plan 


North Jersey Adclub Elects 


Fred Stevens, sales manager, 


_tion selling” is the keynote of suc- 
cessful non-food promotions in su- 
permarkets. 

This is in line, he continued, with 
the trend to in-and-out promo- 
tions of the right products proper- 
ly priced and merchandised. The 
consumer thus gets unusual values 
on merchandise that could not or- 
dinarily be purchased elsewhere 
at the special supermarket price, 


Heads Sealright Sales 
R. Reid McNamara, general 
sales manager, Sealright Co., Ful- | 
ton, N. Y., has been placed in | 
charge of all sales activity. This 
change was made necessary by the 
recent death of J. L. Dolphin, 
with whom Mr. McNamara shared 
responsibility for sales policy and 
operations. 


aliminate 
handset 


By having your type machine-set 
photographically in miniature on a 
revolutionary new machine, you'll 
be able to eliminate costly hand- 
setting for display heads, broad- 
sides and all jobs containing large 
type. Razor-sharp Fotoset type 
comes to you machine-set in any 
size you want, from 4 pt. to 288 pt., 
direct on film for stripping in, or 
on paper, ready for paste-up. This 
entire advertisement was Fotoset. 
Write for complete Fotoset story. 


type 


with 
WARWICK 
FOTOSET 


WARWICK TYPOGRAPHERS, INC. 
Dept. Al6, 920 Washington Ave., St. Louis 1, Mo. 


Overnight by air mail from most of U.S. 


WARWICK FOTOSET 


@ Mr. 


he said. 


Bell listed his division’s 


services as providing rapid dis- 


tribution of products through its 
Sales networks, development of 
pricing, packaging and store pro- 
motions, product improvement and 
new item development, and as re- 
lieving supermarkets of the prob- 
lem of selecting and screening new 


products. 

“Supermarket operators,” he 
Said, “will look to SPC for planned 
| premium promotions using coupon 
_ books, register tapes or punch 
cards, to move specialties which 
would not have volume or rapid 
turnover as regular shelf items.” 


_Krupnick Names 4, Boosts 1 


' Krupnick & Associates, St. 
Louis, has promoted Robert L. 
‘Miller, art director, to an account 
|executive. Harry Lindeman, for- 
merly with Cassell-Watkins-Stev- 
ens, succeeds Mr. Miller as art 
director. Others appointed are 
‘John Alden, account executive; 
Robert C. Bullen, creative con- 
sultant, and Lee Cavanagh, pub- 
‘lication relations director. Mr. Al- 
‘den formerly was advertising 
/manager for the Dozey Corp., Mr. 
| Bullen was with another St. Louis 
/agency, and Mr. Cavanagh for- 
merly was a KMOX and KWK 
| newscaster. 


Douglas to Taylor Wine Co. 
Russell B. Douglas, formerly 

president of Imperial Distributing 

|Corp., New Haven, Conn., wine 


_wholesaler, has been named na- | 


tional sales manager of Taylor 
cee Co., Hammondsport, N. Y. 


Joins Boone & Cummings 
| Robert Bowerman has joined 
Boone & Cummings, Houston) 


| 
| 


agency, as head of the radio and | 
‘television department. Mr. Bow- | 


erman formerly was associated 
Houston. 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA Wit) KPRC-TV, 


ring Ronald Colman. Free radio 
and TV spots also will promote the 
neighborhood drug stores, point- 
ing out the importance of their 
role in the community. 

In turn, the association will urge 
its members to reciprocate by pro- 
moting WNBC-WNBT-advertised 
products with window displays, 
counter cards, point of sale mate- 
rial, etc. 

The stations have had a similar 
promotional tie-in with more than 
1,600 supermarkets in this area for 
some time. 


Hicke Joins Osborne Co. 


John S. Hicke has been ap- 
pointed assistant art director of 
Osborne Co., Clifton, N. J. He was 
formerly with Worthington Corp., 
Harrison, N. J. 


Terminal Printing & Publishing 
Co., Hoboken, has been elected 
president of the Advertising & 
Sales Club of North Jersey. Other 
officers elected are W. E. Hanson, 
ad manager, Huffman & Boyle, 
North Hackensack, Ist v.p.; T. N. 
Prime, ad manager, Bergen Eve- 
ning Record, Hackensack, 2nd v.p.; 
Gloria Brescia, Konners Inc., Pat- 


erson, secretary, and Gertrude 
seen, Passaic Herald News, 
reasurer. 


Towne Pride Boosts Toppings 


AUWME Dabber bey y- ..n- 
eles maker of ice cream toppings, 
as increased its promotion sched- 
ule for 1953. Radio, television and 
.ewspapers will be used. Comic 
ooks, featuring recipes, will be 
istributed free. Davis & Co., Los 
\ngeles, is the agency. 


Are you getting maximum results from your industrial advertising dollars? If you | 
want to see tangible, measurable results INDUSTRIAL MAINTENANCE will produce 
quantity, quality inquiries from its more than 75,000 plant operating readers. ; 


Covering over 48,000 plants in 23 industries at shirt-sleeve level, INDUSTRIAL 
MAINTENANCE delivers the plant men who are ready and able to buy. These — 
men are responsible for the function and upkeep of machinery, equipment and 


plant in America’s top-rated companies! 


If you're not covering this multi-million market with your 1953 budget, investigate © 


INDUSTRIAL MAINTENANCE today! 


cet resutts! INDUSTRIAL MAINTENANCE 


Philadelphia 4, Po. 
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or thought-provoking readin 
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Says J. M. HICKERSON, President * J. M. HICKERSON INC., ADVERTISING 
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dust as I read the home-town weekly to keep abreast of happenings 


in my home community, so I read Advertising Age to remain alerted to 


significant developments in my business 
community — the advertising world. 

“T have come to look to Advertising Age for a 
substantial diet of thought-provoking 

reading. Invariably I clip one or more articles, 
or ads, or critiques from your feature section, 

for forwarding to staff associates, 


clients, or other friends.”’ 


J. M. Hickerson 


The home-town weekly to which Mr. Hickerson refers is Record-News 

of Mt. Ayr, Iowa, where he spent his formative years before going on 

to the University of Iowa. As college editor and ad solicitor, 

he got his first taste of advertising — and liked it. After graduation 

he joined the General Electric Company, where he served a four year hitch. 
He then moved to The Miller Company where he worked with department 
stores, distributors, and electric utility companies in each of the 48 

states, doing sales planning, merchandising, platform work, and 

much actual door-to-door selling of lighting fixtures and portable lamps. 


In 1929 Mr. Hickerson joined A. D. Lasker’s Lord & Thomas advertising 
agency, where he doubled in brass, serving as account executive 

and copywriter on a group of six accounts. In 1939 he left to establish 

his own agency which was subsequently consolidated with Albert Frank- 
Guenther Law with Mr. Hickerson as president. In March of last year 

he resigned to reestablish J. M. Hickerson Inc., as creative copy agency. 
He is the author of “Entering the Advertising Field,” and compiled 

and edited “How I Made the Sale that Did the Most for Me.” 
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principals only. 


200 E. Illinois Street 


TELEVISION 
COPY CHIEF 


Seeks new connection with Chicago Agency or TV 
advertiser. 15 years of copy background. Now head 
TV writer-director-producer of product commercials 
with large agency. Personality conflict prompts anti- 
cipated resignation. Will meet in confidence with 


BOX 387, ADVERTISING AGE 


Chicago 11, Illinois 


Technical Writer Wanted for GAS 

Position now open on the editorial 
staff of GAS for a technical writer 
with knowledge of gas transmission, 
conditioning, and distribution. Must 
be able to do extensive traveling. 
Ability and ambitions in writing and 
reporting essential. 

Address inquiries to the Editor, 
GAS Magazine, 198 South Alvarado 
Street, Los Angeles, Calif., giving 
details of background, experience, 
and education. State salary expected. 
Enclose photo. 


PRINTING SALES MANAGER 


To build and head sales depart- 
ment for large midwestern print- 
ing company. Unlimited opportu- 
nity for resourceful, energetic 

oung man with sales and organ- 
ization Ray Write for inter- 
view, giving background, present 
salary, and genera! qualifications. 
Do not apply unless you have 

d some practical experience in 
printing industry and in selection 
and direction of personnel. 


Box 388, Advertising Age, 
200 E. Illinois St., Chicago 11, II. 


Information for Advertisers 


No. 4562. What They'll Buy in 

Colorado This Year. 

Want to sell 27,000 cans of anti- 
freeze, 16,000 sparkplugs, cement 
for 21,000 buildings, 7,000 home 
freezers, 3,000 manure spreaders, 
5,000 innerspring mattresses, or 
4,000 life insurance policies? Those 
are among the anticipated pur- 
chases to be made in rural Col- 
orado this year, as listed in “1953 
Buying Intentions,” offered by 
Colorado Rancher & Farmer. In- 
tended purchases for more than 
300 items, automotive, domestic, 
and farm are given. 


No. 4563. The Aircraft Market in 
Nebraska. 

Long travel distances, and level 
typography make Nebraska ideal 
territory for the operation of pri- 
vate planes. The Nebraska Farm- 
er, in cooperation with the state 
Department of Aeronautics, now 
makes available for the first time, 
a county-by-county breakdown of 
private plane ownership, by make. 


No. 4565. $1,000 Prize for Indus- 
trial Admen. 

The Industrial Press, in an- 
nouncing its third annual Adver- 
tising Program Award of $1,000, 
offers a guide-booklet, “Rules and 
Suggestions for Entering the 1953 
Competition.” The prize is awarded 
to the advertising man, who, in 


the opinion of a panel of NIAA 
judges, has made the best docu- 
mented presentation to his man- 
agement to prove the need for a 
specific advertising program, and 
to show how the proposed pro- 
gram will fill the need. Note that 
it is not concerned with the re- 
sults of the program, but with the 
way in which the plan was pre- 
pared and presented to manage- 
ment. 


No. 4569. Merchandising Aid in 

Tennessee. 

The Press-Chronicle, Johnson 
City, Tenn., offers a new data 
sheet, “It’s Always A.M.,” in 
which A.M. stands for Automatic 
Merchandising. Details are given 
of the newspaper’s “Five-Star” 
merchandising program which 
goes to work automatically for all 
national products, as soon as copy 
starts to run. 


No. 4570. Latest Data for Kinston, 

a Gs 

One of the top three tobacco 
markets in the world, site of new 
$40,000,000 Du Pont Dacron fac- 
tory, with city per capita retail 
sales 64% above the national 
average, Kinston is one of the 
brighter spots on the marketing 
map, says this new data folder— 
“Kinston, N.C.”’—offered by the 


| Kinston Daily Free Press. 


Note: Inquiries for the items listed above will not be serviced beyond March 16. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., Apvertrstnc AcE 
200 E. Illinois St., Chicago 11, Il. 


| 
| Please send me the following (insert number of each item wanted 
| 
| 


—please print or type) 


IIIT, « aciatuihstitvienyunbnsiscaducaeseibviciereisovessesnnseuiersosiventosnssecoveswvertenaeyeneess UNUEE . whnsiatiamenuiniis 

COMPANY  o.....cece0es Sihsaniosécantettncesceetansebntessaiauibaoneninin’ eineboetnibentonttannanesteenscbeencenessveoraseseense 

DDITIBG  vccrseectcescccvcesevesssccscescoosocesvsccsoenecsonvossneseseeseconsctereussecessy soe ccoesesarwensesas cosceeseesenes 

CII T Ge. BED eiintesnes toscccssneverssisvessesorcsccrscsersivecsocassoseoesecpeseensszeoves GRATE cescassiesccncevesons 
J 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 | 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


MARKETING MAN, INDUSTRIAL 
Progressive eastern Pennyslvania steel 
producer and industrial equipment manu- 
facturer wants a younger man with the 
unusual combination of marketing or 
promotional experience and engineering 
background to fiil a vital need in an 
aggressive marketing organization. This 
man will work with trade associations, 
distribution groups and top brass in 
customer organizations in the marketing 
of our own and our customers’ products 
and services. He will develop knowledge 
about distribution channels, establish the 
adaptability of our products and serv- 
ices to various markets, understand the 
functional and technical requirements of 
different industries in which we and 
our customers are interested. He will 
develop basic sales tools, formulate pro- 
motional policies and merchandise our 
advertising program to customers and 
others. The ability to meet people, to 
extract information as well as give it, 
is essential. This is not a market re- 
search position. If you’re a promotional- 
ly minded engineer, or an engineering- 
minded marketing man, please write us, 
stating your qualifications and salary 
desired. Our staff knows of this ad. 

Box 5538, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


ART STUDIO MANAGER—Must_ be 
good organizer, administrator and under 
40. Basic functions are scheduling, art 
direction and client contact. Although 
not absolutely essential, it is desirable 
that you be a working artist. Good ap- 
pearance, personality, are requisites. Im- 
portant that you will be happy with 
small (pop. 35,000) Wisconsin city life. 
Few minutes access to hunting, fishing, 
sailing; wonderful Milwaukee-Chicago 


transportation. Studio on twelfth floor | 


new office building. Moderate salary 


plus generous bonus plan. Tell us about) 


yourself in detail but don’t send sam- 
ples until hearing from us. Our organi- 
— knows we are running this ad. 
rite. 
Box 5531, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


FLORIDA DAILY has opening for ex- 
perienced local display salesman. Age 
30 to 45. Must be capable lineage builder 
for major accounts. Permanent Position, 
good salary, pleasant working condi- 
tions and future for right man. State 
full qualifications in first letter. 

Box 5535, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


| 
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| 
| 


| 
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ADVERTISING executives and salesmen | 


seeking work on Pennsylvania newspa- 
pers should file 
the Referral Service of the Pennsylvania 
Newspaper Publishers’ Association, Tele- 
graph Building, Harrisburg, Penna, 


their applications with | 


| 209 S. State St. 


HELP WANTED 


ACCOUNT EXECUTIVE sought by grow- 
ing, recognized Midwestern Agency. The 
man we want must have initiative, cre- 
ative ability and be assured of a client 
following. This need not be excessive, 
but should be capable of expansion. If 
you are seeking more congenial surround- 
ings and a position which offers you 
security with unlimited opportunities for 
advancement, this is the spot you’ve been 
looking for. All letters confidential of 


course. 
Box 5544, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional. 
CEntral 6-3178 176 W. Adams Street 


ARTIST-DESIGNER 

Our client, long-established personalized 

istmas card manufacturer, has an 
unusual opening for a truly creative and 
imaginative designer. This is no spot for 
run-of the-mill, production line ideas. 
Emphasis here will be on highly stylized, 
truly “different” designs. This artist will 
be expected to visualize and work with 
greeting cards using tip-ons, die-cuts, 
embossing, foil inserts, etc. Ability to 
produce finished art is optional. Specific 
experience in greeting cards is not es- 
sential. Experience in handling artists 
and directing their work would be help- 
ful. Compensation in line with ability. 
Client also needs another artist skilled 
in lettering design. Reply in writing to 
Sales-Aide Service, 1525 E. 53rd _ St., 
Chicago 15, Ill. 

ADVTG. MGRS. - COPY WRITERS 

EDITORS - PUBLIC RELATIONS 

SALES PROMOTION - ARTISTS 
Serving both Employer & Employee 


SHAY 
30 W. Washington St. - Chicago 2, Ill. 


ARTIST—Clean, sharp comprehensives 
are your specialty. You are under 40 and 
will enjoy life in a small (pop. 35,000) 
Wisconsin city. Hunting, fishing, sailing 
just a few minutes away; fast transpor- 
tation to Milwaukee-Chicago. Studio on 
twelfth floor new office building. Salary 
and bonus. Give us personal and experi- 
ence data in detail, but don’t send sam- 
ples until requested. Our staff knows 
this ad is running. 

Write BOX 5532, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


ARTIST 
Well-established Chicago near north art 
studio has excellent opening for high 
caliber illustrator. Position requires pen 
and ink, wash, full color art on diversi- 
fied national accounts. Must have 5 
to 10 years experience. Write full de- 


tails. 
Box 5534, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 
Ha 17-2063 Chicago 


billings up to 2 millions. 


ganization. 


._ 16 YEARS OF IDEA EXPERIENCE 
AVAILABLE 


To a vigorous advertising agency 
or forward thinking company: 


Account manager experienced with two leading 4-A agen- 
cies on major consumer marketing accounts with individual 


Experienced previously as advertising and sales promotion 
manager for manufacturer with 10 million dollar sales or- 


Excellent background of advertising planning, sales promo- 
tion coordination and organization. Proved and recognized 
promotional spark. Full knowledge of production and budgets. 


Strong sales promotional automotive background. Under 40. 
Personable. Experienced in client field presentation techniques. 


Now in New York area. $18,000 bracket. Résumé on request. 
Box 392 Advertising Age 
801 Second Avenue 
New York 17, N. Y. 


advertising desirable. 


oe a Ze ee ie ee ee ee ~p) 
Here's a challenging opportunity for a N 
CREATIVE TYPE ADVERTISING SALESMAN 


_ Chicago and midwest territory 


This is a long-established business paper with high influence among 
management executives in commerce, 
in institutional and stock holder relations advertising as well as product 


nance and industry. Experience 


Advertising Age, February 2, 1953 
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HELP WANTED 


Copy, yg. rginia 
Other copy ad agcy., 


industr 
Art Director, N.Y. State .. 


Media Asst. Ad. Agcy. ........ $7,500 
Publ. rel. writers, Newsppr. exper. 
Jr. Editors, yg. lady or man, open 


Ad. Co-ordinator, industrial 
Secretaries, billers, clerks, 
for agencies and publg. co’s. 
Room 1617, Bankers Blidg., Chicago 
OPPPORTUNITY TO GET 
INTO ADVERTISING 
Large national 4-A advertising agency 
has opening available for representative 
in your territory. Good salary, office and 
secretary go with position. If you are the 
man wanted and a business getter, your 
future is assured. Full particulars includ- 
ing American parentage, age, religion and 
general background must come in first 
letter. 
Box 5542, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


ART DIRECTOR 

Five year old, growing agency, exclusive 
oil industry accts., needs versatile man 
who can make layouts with modern ap- 
proach, do some finished art. Moderate 
starting salary, chance to grow with 
agency. Ability and ambition more im- 
portant than experience. Send photo, 
full data, typical samples with first let- 
ter. Paul Locke Advertising, 11017 Daniel 
Sldg., Tulsa, Okla. 


POSITIONS WANTED 


FREELANCE WRITER. Young woman, 
competent seasoned _ versatile writer. 
Advertising, direct mail, catalogs, trade, 
consumer, juvenile stories, articles. 
Box 5540, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


ADVERTISING MANAGER—ARTIST 
Dynamic layout, copy, art, produc., 
admin. 10 yrs. agency, publ., indust. exp. 
Ideal for busy manufacturer or publisher. 

Box 5541, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


TOP-FLIGHT ADVERTISING MANAGER 
Seasoned advertising executive, former 
agency V.P. with outstanding record of ac- 
complishment, brimming with ideas, en- 
ergy, seeks permanent connection as ad- 
vertising manager with major advertiser. 
Intensive experience planning & directing 
successful campaigns U.S. & abroad. In- 
dustry wide reputation for cooperation, 
getting job done. Capable administrator. 
Intimate knowledge media, budget plan- 
ning, sales promotion, merchandising. 
Write, Box 5539, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


ACCOUNT EXEC. medium-size agency 

wants new job West Coast. Must be per- 

manent. offer real future. Now earning 

$6500. Box 5533, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


TOP CREATIVE TYPE AVAILABLE 
Quite team man, not charm boy, age 38. 
Experience ranging from hard sell and 
bright gimmicks to highly dignified in- 
tangibles. Created and directed production 
of industrial films, TV spot campaigns, 
full-scale promotions. Strong on _ sales 
training, product research, key ideas. 

Box 5537, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


AGENCY & MFRS’ OUTSIDE HELP 
Experienced automotive and _ industrial 
technical writer and illustrator located 
in Chicago available to plan and execute 
your manuals, wall charts, technical and 
other literature including layouts, copy 
and art. Excellent references from satis- 
fied companies. 

Box 5543, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


This calls for a man who can SELL—a solid, self-starting citizen who 
can stand on his own feet. He should have not less than five years 
business selling background. Experience selling space for a manage- 
ment type magazine or for the business and financial pages of a larger | 


newspaper helpful. 


Chicago office, secretarial and clerical assistance. Office and travel | 


expenses paid. 
level. 


Advancement as rapidly as ability and results warrant. 


Salary, commensurate with ability and past earning 


Job 


requires energy and self-confidence. Must be aggressive, yet per- 
sonable and gentlemanly. High character and integrity essential. 
“Contact” and “missionary” men need not apply. This is a SELLING 


challenge. Some of our SALESmen have been with us 20-30 years. 


Interested? 


Send brief outline of your background and experience and starting 


salary required to: 


Box 391, ADVERTISING AGE, 801 Second Avenue, New York 17, N. Y. 


REPRESENTATIVES WANTED 
PUBLISHER’S REPRESENTATIVE 
On the West Coast for International Mag- 
azine with half million circulation. Old 
established publication with new look. 
Excellent opportunity, ad income has 
doubled each year for past three years. 
Liberal commission, protected territory. 
Box 5529, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


IS YOUR 
BUSINESS 
FOR SALE? 


The classified columns of 
Advertising Age are often 
used successfully to start 
negotiations on major 
deals. Advertising Age 
reaches an important 
group of people—many 
of them with important 
money to invest. 


SYMBOLS THAT SELL 
Trade Marks - Trade Figures 


Created by 
GUSTAV JENSSEN 


P.O. Box 8005 Tampa, Florida 


FOR ADVERTISING PERSONNEL 


Confidential service for 
employer and applicant 
DRAKE PERSONNEL 


Suite 1009 
7 W. Madison + Financial 6-2100 - Chicago 2, Ill. 


Fede! 
Distr 
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Advertising Age, February 2, 1953 


Department Store Sales... 


Transit Strike Cuts Sales in Philly 


DEPARTMENT STORE 


WaAsHINGTON, Jan. 27—A public 


transit strike can make quite an |} 


impact on retail sales. 
How great an impact can be 


seen from the latest department ! 


store sales report from the Federal 
Reserve Board. In the week ended 
Jan. 


17, sales in Philadelphia, — 
where public transportation work- — 
ers walked out, were no less than) | 


SALES INDEX 


1947-49 equals 100 


: tate 


Week to Jan. 17, ’53*..p92 
Week to Jan. 19, ’52*....90 
Week to Jan. 10, °53*....89 
Week to Jan. 12, ’52*....92 


27% below those in the same week Week to Jan. 3, °53*....81 
last year. | Week to Jan. 5, ’52*....78 
In the Philadelphia federal re-_ *Not adjusted seasonally 
serve district, department store pPreliminary. 
sales for the week were off 13% he 
from last year. 
, P . New York District ....... —4 —Il 1 
® Despite this decline—and an! Metropolitan Areas 
1l loss in the Kansas it is< REESE --1 14 
pact ; , City dis-| Rochester 1 613 
rict—-sales of all department Syracuse 11 12 
stores in the nation averaged 2 ities 
high th ged %o New York -2 
gher than a year ago in the! Newark cocoon H 
week ended Jan. 17. =o District —13 
: : Df ity 
Biggest gains, by cities, were) Philadelphia ........ —27 
30% in Baltimore, 20% in Lowell-| Cleveland District ° 
Metropolitan Areas 
Lawrence and solid increases for en . as 2% —2 0 
every West Coast center—19% in| Cincinnati 16 —I1 9 
Spokane and 18% in L A ] Columbus 20 —l 6 
po a o in Los Angeles. Toledo 16 —11 2 
Gn siilesalististaadandainibtneanetiiens 16 —5 8 
Ch "5 ities 
belie ypme Od 10 —10 —5 
Federal Reserve Jan. Jan. Jan. SPINEL |. incesdninnsarroncanten 3-8 —3 
District, Area, and City 3 10 17 Richmond District .......... 2 ro ll 
‘ Metropolitan Areas 
UNITED STATES ............ 4 = 2 Washington  ..rccccccecoe a | 1 
Boston District. ................ 5 —7 ii_ Peres 16 8 30 
Metropolitan Areas Atlanta District ............ 13 rs 4 
DEO FOIE sacvciecsosetssens —9 —21 5 Metropolitan Areas 
Lowell-Lawrence ........ 27 0 20 Birmingham — 10 0 
Cities Jacksonville 3 4 
Downtown Boston ...... 1 —8 7 BEE {... patanneniennate rl6 bd 
gg) | ae 15 —14 —4) Atlanta ........... —1 5 
PVD erceiticsctinss 18 —12 —2) pS eer 7 2 


FOOD MERCHANDISING MAN 


We are looking for a man with a 
well-rounded background in pack- 
aged goods merchandising in the 
food field. 

This is an excellent opportunity for 
the man who combines proven sales 
ability with extensive field merchan- 


WANTED | 


ADVERTISING 
SALES 


REPRESENTATIVE 
in So. California 


dising experience. A knowledge of 
the bakery field and familiarity with 
food distribution and food packag- 
ing problems would be a strong plus, 
but not absolutely necessary. 

If your background and interests 
generally fit this picture, and you 
are willing to travel extensively, 
please send us your résumé and sal- 
ary requirements. Applications con- 
fidential. 


Box 382, ADVERTISING AGE 
200 East Illinois St., Chicago 11, Ill. 


Unusually qualified and experi- 
enced in representing major 
trade publishing company. Ex- 
cellent record. Fifteen years in 
Southern California. Large fol- 
lowing in Pacific Coast States. 
Desire leading publication in 
any phase of industry or busi- 
ness. Office established. Avail- 
able immediately. 


Box 390, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


This is a 
HOLLYWOOD EXECUTIVE 


Radio-TV executive with thorough 
knowledge and experience in mak- 
ing of film commercials, costs and 
all phases supervision of filmed pro- 
grams, seeks agency affiliation or as 
representative in Hollywood. Form- 
er network program director, and 
five years top TV executive, Holly- 
wood office large national ad agen- 
cy. Known and respected by talent, 
agents, networks and film studios. 
Can handle production, business 
end or tie-ups. 


Box 386, ADVERTISING AGE 
200 East Illinois, Chicago 1, Illinois 


we're looking fora 


PRODUCTION MAN 


We're a_ fast-growing Chicago 
agency with good solid ‘“‘name” ac- 
counts—and an unusual opportu- 
nity for someone who'd like to 
come in and head our expanding 
production department. Agency 
experience desirable, but not es- 
sential if you really know produc- 
tion — and like to shoot for top 
quality on every job you handle. 
Please write fully; our staff knows 
of this ad. 

Box No. 389, ADVERTISING AGE, 
200 East Illinois St. Chicago 11 


aptitude. 
ment and imagination. 


in strict confidence. 


200 East Illinois Street 


INDUSTRIAL ADVERTISING OPPORTUNITY 


A major, midwestern heavy-equipment manufacturing company 
with nation-wide dealer network has excellent opening available. 
Very large advertising department offers ample opportunity for 
diversified activity and advancement. 
responsibilities is common practice in this company. 


Here are suggested requirements: 

College graduate with an average or above average mechanical 

Has ability to write clearly and possesses good judg- 

We want a man who has had either 
industrial selling or industrial advertising experience or both. 
He should have a natural interest in equipment application. 
Merchandising control (personal or written) with dealers or 
distributors would also be helpful, but is not required. Per- 
sonality should be pleasing, but aggressive. 

This is the kind of a position that definitely calls for a young 
man, 25 to 29, who wants to advance with an organization that 
is the definite leader in its field. 

) Photo, resume of experience required. All information held 


Box No. 384, ADVERTISING AGE 


Delegation of important 


Chicago 11, Illinois 


New Orleans ............... 7 18 + 
} Nashville _........... v 14 6 1 
| Chicago District ........ —3 ré 3 
Metropolitan Areas 
CHICAGO  ..n.cecreevesesoreees- — ee oe 
Indianapolis 12 —10 6 
Detroit ............. 9 —4 14 
Milwaukee . 7 —5 0 
St. Louis District .........0 0% r- 7 —1 
Metropolitan Areas 
CRETE whciaer— 12 «al 
Louisville .~ 8 =i 
St. Louis ... i, 2 wae 
BESO ceric... 16 5 
Minneapolis District ... 6 4 
Metropolitan Area 
Minneapolis-St. Paul ° 4 
Minneapolis a Dacehies 8 8 
St. Paul City ............... ‘ —_ 
Cities 
Duluth-Superior ......... —1 5 
Kansas City District aa Se 4 
Metropolitan Areas 
Denver 1 
Topeka ... _ | 
Wichita ... 3 
St. Joseph —1l 
Oklahoma Cit 5 —ll 
Tulsa 2 —4 
City 
pe Ee re 4 =f 
Dallas District ............... " S x 
Metropolitan aren 
pS ean cms tn 12 —18 
El Paso .......... sacs 46 12 8 
Fort Worth .. 19 3 —9 
III, | simticidivearieer cess 16 BR 10 
San Antonio ............... —21 2 =? 
San Francisco District .... 5 5 12 
Metropolitan Areas 
Los Angeles. ............... 1 4 18 
Downtown Los 
ANBe|Il|S  .n.ececcricccecee —3 —4 13 
Westside Los 
Angeles . Retaawn 1 0 18 
SS BRIE. tanscsarcndhenenedr econ 16 —5 6 | 
San Francisco-Oakland ° 2 6) 
San Francisco City ..—ll —2 
Oakland City ........... 5 10 
POSE. sationnninaey ; 37 6 
Salt Lake City .......... 5 x 1| 
ID. vachcbdadindecesddvtiabinecevee 7 5 8 
SIND wicscicccctecescecices 9 16 
r—Revised. 


*Data not available. 


Long, Leach in Top Texas Co. 


Spots; Rodgers Retiring 

A. C. Long, executive v.p., has 
been promoted to president of Tex- 
as Co., New York. J. Sayles Leach 
moves from president to chairman 


A. C. Long 


J. S. Leach 


of the board and chief executive 
officer. 

Mr. Leach succeeds W. S. S. 
Rodgers, who is retiring as board 
chairman after 38 years with the 
company. Also retiring is Col. Har- 
ry K. Klein, chairman of the execu- 
tive committee, who has spent 32 
years with the company. 


Lynch Joins NNPA Board 


Joseph P. Lynch Jr., promotion 
|/manager of the Press, 


per Promotion Assn. He succeed: 
Fred Howenstine, 


Grand 
6 | Rapids, Mich., has been elected to 
6 the board of the National Newspa- 


formerly pro- 
/motion manager of the Indianap- 
_olis Star & News, who has re- 
signed. 


47 


Dole Promotes Griswold 

Dole Hawaiian Pineapple Co., 
'San Francisco, has promoted Ha- 
rold F. Griswold to assistant ad- 
vertising manager. Mr. Griswold 
joined the company in 1949. 


WANTED 
A Photoengraving Salesman 
Who is doing well and wishes 
to do Better 


One of the leading photoengraving houses, 
long established, with a national reputa- 
tion, finely staffed, and remarkably well 
equipped to offer a wide variety of serv- 
ices, can use one more successful photo- 
engraving salesman. 

He should have sound training and ex- 
perience, a good clientele, and an appe- 
tite for larger earnings. A good education 
would be desirable, while potential execu- 
tive capacity would be all to the good. 

He will find a very real welcome here. 
He will enjoy using our service facilities, 
capable of meeting and wholly satisfying 
every conceivable demand of his clientele, 
with prices in line with those of other 
quality houses, Once established with us, 
we will add materially to his earning 
power by turning over to him a number 
of house accounts. 

His future will be limited only by his 
capacity. He may secure an interest in 
the company; ultimately, if big enough, 
become an officer, There is no higher se- 
curity in the photoengraving field than 
membership in this company. Our own 
men have been with us for years; they 
know about this opening and advertise- 
ment. 

In strict confidence, tell us what we 
should know to determine your eligibility, 
including your age and experience, 


Address Box 383, Advertising Age 
200 EB. Illinois St., Chicago 11, Il. 


Sunnier Sales 


erage of The Miami 


Shooting for 


this Winter? 


This winter take advantage of America’s 
biggest bonus audience—sell the million 
and a half winter visitors to Florida’s Gold 
Coast as well as its 800,000 year ‘round 
residents—reach a big, booming market 
that tops a billion in retail sales and leads 
the nation in construction—a market that’s 
all yours thru the low-cost, blanket cov- 


See your SB&F man, today. 


MIAMI -- An International Market 


? 


Herald 


JOHN 5S. KNIGHT, Publisher 


STORY BROOKS & FINLEY, National Reps. 


Affiliated Stations - WQAM, WQAM-FM 
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Families are 


FBG buyers! 


Your opportunity 


for steady, volume 
sales nationally ! 


ae. es 


When you advertise in the 
Our Sunday Visitor-Register 
UNIT you feel the buying 
impact of over 114% MIL- 
LION larger -than- average 
families, 


You see the results on 
sales records; in cash sales; 
in increasing volume. All 
these are yours by telling 
these growing families what 
you have to sell—and tell- 
ing them in these two great 
national weeklies they read 
with unusual interest and 
respond to in surprising 
volume. 


What more do you want? 
More information, of course. 
It’s yours with a request by 
wire, telephone or letter. 
We'll send you specific de- 
tails with helpful merchan- 
dising suggestions pertinent 
to your sales needs, All we 
ask is that you contact us 
soon for latest information. 


1,918,883 
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‘Sepia USA’ Aims 


at Negro in South 


Houston, Jan. 27—Sepia USA, 
a new publication directed at 
Negroes in the South, began pub- 
lication in December. The initial 
issue of 30,000 which was released 
for sale in Texas was sold out 
completely within 72 hours. 

Eyeing the southern market, 
which holds two-thirds of the en- 
tire U. S. Negro population, the 
magazine plans to publish regional] 
editions, with each edition carry- 
ing 8 to 16 center pages of region- 
al news. Beginning in February, 
the magazine will print two re- 
gional editions, one for Texas and 
one for Louisiana. 


s Advertising rates begin at $300 
for a b&w page. Staff members 
are Mrs. Mary Wilson, formerly 
with Citizen Newspapers and 
Shamrock Publishing Co., tech- 
nical editor; Mrs. Ozelia J. Dixon, 
managing editor; Edsel Warren 
Brannon, circulation manager; 
Clifton W. Smith, advertising rep- 
resentative, and H. K. Fontellio- 
Nanton, head of the journalism 
department of Texas Southern 
University, public relations coun- 
selor. 

Cliff F. Richardson is editor and 
publisher. 

The magazine is located at 2206 
Dowling St. in Houston. 


Kimball Elected President, 
Boone, Scheibner Become V. P.s 


Abbott Kimball has been elected 
president of Abbott Kimball Co., 
Los Angeles. At the same time he 
named Robert W. Boone and Hugo 
Scheibner v.p.s. Mr. Kimball will 
divide his time between New 


Hugo Scheibner 


Robert Boone 


York and Los Angeles. In Los An- 
geles, he will be assisted in man- 
agement by a new executive com- 
mittee, which will include Mr. 
Boone and Mr. Scheibner. 

Mr. Boone operated his own 
agency for many years, and prior 
to joining Abbott Kimball was an 
account executive with Hixson & 
Jorgensen, Los Angeles Mr. 
Scheibner has been in the adver- 
tising agency and merchandising 
fields for the past 25 years. 


Nash Forms New Sales Unit 


Nash Motors division, Nash- 
Kelvinator Corp., Detroit, has 
formed a new central sales divi- 
sion. N. F. Lawler, advertising and 
sales promotion director, has been 
promoted to division manager. The 
territory the new unit covers in- 
cludes Chicago, Dallas, Des 
Moines, Detroit, Kansas City, Mil- 
waukee, Minneapolis, Oklahoma 
City and St. Louis. The post of ad- 
vertising and promotion director 
has been eliminated. These duties 
will be assumed by separate de- 
partments. 


Keystone to Gourfain-Cobb 


Keystone Broadcasting System, 
Chicago, has appointed Gourfain- 
Cobb Advertising, Chicago, to 
handle its promotion, effective 
March 1. Simmonds & Simmonds, 
Chicago, directs the account at 
present. 


Trust Co. Names Ottley 


John K. Ottley Jr. has been 
elected a director of the Trust Co. 
of Georgia, Atlanta. Mr. Ottley is 
an account executive with Liller, 
Neal & Battle, Atlanta, and has 
been advertising director for the 
Atlanta Journal and Constitution. 


MICKEY MANTLE LIKES GEM—American Safety Razor Corp., 
Brooklyn, N. Y., will use strips like this one in 86 Sunday news- 


(T WAS AT A DANCE ONE NIGHT... 
ONE MORE OATE WITH You, Y BUT, 
HONEY, 


—————— 
STUBBLE '/ sruee.e You chit EVEN SEE BUT SHE CAM FEEL! | 


paper comics sections starting Feb. 8 to push Gem razors and 
blades. Grey Advertising Agency handles the account. 


BofA ‘Health Barometer’ Gauges Sales 
—and Potential Sales—of Cold Remedies 


New York, Jan. 27—A “health 
barometer” project worked up by 
the Bureau of Advertising may 
well be what the bureau says— 
“one of the most sensitive. gauges 
of sales opportunity ever made 
available to national advertisers.” 

Retail druggists and local news- 
papers cooperate with the bureau 
in the project, now in pilot test in 
19 cities. The barometer is a sys- 
tem in which sales of several key 
cold remedy products are checked 
regularly in a sample of local drug 
stores. 

Findings in Memphis over a 
four-month period show how the 
barometer works: Average week- 
ly sales of the key products during 
the first 13 weeks was 44.7 units, 
with a range from 28 to 68. 


s In the week beginning Jan. 5, 
sales jumped to 89 units. The fol- 
lowing week saw 157 units sold. 
During the latter week the Mem- 
phis newspapers reported city- 
wide incidence of respiratory ail- 
ments. On Jan. 21, the press re- 
ported “Peak Passed”—and the 
barometer showed Jan. 19-21 sales 
down to 56 from 83 (the sales for 
the same three days of the previ- 
ous week). 

“The demonstrated accuracy of 
the barometer,” said Edward D. 
Russell, drug group supervisor for 
the BofA, “opens a whole new 
area of market research. Now ad- 
vertisers in the cold remedy and 
related health fields can step up 
promotion to meet peak sales op- 
portunities with a precision never 
before possible.” 


s He said participating adver- 
tisers could use the barometer like 
this: 

On the basis of sales records for 
the key products in a given city’s 
sample of drug stores during a 
certain period, a norm is estab- 
lished. Next, the advertiser de- 
cides at what point above norm he 
needs a promotional boost. 

Mr. Russell said one advertiser 
in the Newark market—where the 
norm was set at 264 unit sales— 
decided that any time the figure 
went up to 310 he wanted addi- 
tional promotion. So he placed 
with the Newark News, on a con- 
tingent basis, a series of ads to be 
run twice weekly whenever the 
310 figure was reached. 

The Newark News subsequently 
supplies audits of barometer sales 
through. the bureau to the adver- 
tiser and his agency. 


# Mr. Russell emphasized the 
BofA is not offering the barometer 
as a‘ substitute for the present 
strategy of health-product adver- 
tisers, which calls for continuous 
brand name building copy through 
the cold season, but as a guide for 
special advertising above regular 


schedules. 


Newspapers currently working 
on the project are: Globe-Times 
and News, Amarillo; News, Ban- 
gor, Me.; Pantagraph, Blooming- 
ton, Ill.; Herald-Review, Decatur, 
Ill.; Herald, Grand Forks, N. D.; 
Time, Greenwich, Conn.; Herald 
Mail, Hagerstown, Md.; Enterprise, 
High Point, N.C.;New Era and In- 
telligencer-Journal, Lancaster, Pa. 

Also, Courier-Journal and 
Louisville Times; Commercial Ap- 
peal and Press-Scimitar, Memphis; 
News, Newark; Progress Indez, 
Petersburg, Va.; Sentinel, Rome, 
N.Y.; Blade and Times, Toledo; 
Vidette-Messenger, Valparaiso, 
Ind.; Courier, Waterloo, Ia.; Jour- 
nal and Twin City Sentinel, Win- 
ston-Salem, N. C. 


Hallmark Promotes Two 


Hallmark Greeting Card Co., 
New York, has promoted D. M. 
Gray to sales manager and John 
J. Oakson to advertising manager. 
Mr. Gray has been with the com- 
pany since 1941; Mr. Oakson joined 
Hallmark in 1940. 


Robert Goulder Opens Agency 


Robert Goulder Advertising has 
opened offices at 1010 Euclid Ave., 
Cleveland. Robert Goulder, previ- 
ously Robert Goldberger, formerly 
was advertising manager for Bal- 
— Metal Products Co., Cleve- 
and. 


‘Photoplay’ Adds Section 

Photoplay, a Macfadden pub- 
lication, is adding a fashion ad- 
vertising section beginning with 
its May issue. The section will run 
only in copies distributed in New 
York, Chicago, Los Angeles, Phila- 
delphia, Detroit, Boston, San Fran- 
cisco, Pittsburgh, St. Louis, Cleve- 
land, Washington and Baltimore. 
The magazine’s circulation in these 
areas is over 425,000. Base rate is 
1,500 for a b&w page in the sec- 
ion. 


Hartman Heads Research 


William A. Hartman, formerly 
new products manager of Vick 
Chemieal Co., has been named 
merchandising and research man- 
ager for Doyle Dane Bernbach 
Inc., New York. Mr. Hartman was 
advertising manager of Colgate- 
Palmolive-Peet Co.’s Kirkman 
soap division at one time. 


Hotchkiss Shifted to Coast 


Charles L. Hotchkiss, v.p. of Dan- 
cer-Fitzgerald-Sample, will trans- 
fer Feb. 15 as executive v.p. of 
Dancer-Fitzgerald-McDougall, San 
Francisco. Mr. Hotchkiss will han- 
dle the West Coast operation of 
Falstaff Brewing Corp., St. Louis. 


IT'S IN THE BAG 
when you use photos in your 
‘promotions. Surveys prove 
. people prefer them. Pictorial 

| mags. and newspapers reach 
top circulati b of 
them. SINGLE PRINTS of 
‘ a sub, avoil- 
j able. Write for FREE Proof- 
‘ book No. 11. 
. EYE*CATCHERS 
J 207 €. 37th St., N.¥ 


Inc 
. City 16 


WE OWE A DEBT advertising agency production men 


° 
° throughout America who, recognizing the importance 


of quality. 


of fine photoengraving in national advertising, have 
consistently specified “engravings by C M & H”. 


Their demand for quality supports our standard 


COLLINS, MILLER & HUTCHINGS, INC. 


207 NORTH MICHIGAN AVENUE « CHICAGO 1 
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we jen’s Advertising Club of Balti- 
/| more. 


Don't Be Naive! 


That's the New 
Marlboro Theme 


NEw York, Jan. 27—Philip Mor- 
ris & Co. has opened a new cam- 
paign for Marlboro to find out 
whether it is marketable nation- 
ally or only in a few selected mar- 
kets. 

Judging by the copy approach, 
the success of this test depends 
on whether cigaret smokers are 
naive or not. 

Marlboro copy has taken an ag- 
gressive tack. With other cigarets 
harping on irritants, filters, paper, 
mildness, scientific tests, etc., mild- 
Marlbro tells the customer off! 

“Don’t be naive!” the headline 
of the first big new newspaper ad 
says. “You must pay more for a 
better cigaret.” This is followed by 
examples of costly products and 
the reason for paying higher pric- 
es for them. Moral: Good prod- 
ucts cost more, cigarets included. 


s Limited to newspapers, the 60,- 
000-line campaign will run for 34 
weeks. The ads will run in five 
major markets which traditional- 
ly account for 75% of Marlboro 
sales, and in four markets that 
have been the poorest sales areas. 

This schedule will help deter- 
mine whether Marlboros can be 
sold nationally or in choice mar- 
kets only. 

The Marlboro copy stresses that 
expensive tobaccos go into the 
brand. It explains the govern- 
ment’s tobacco grading system and 
goes so far as to invite readers to 
check the facts with the produc- 
tion and marketing administration 
of the Department of Agriculture. 

Biow Co. handles advertising for 
all Philip Morris cigaret brands. 


LBI Ads to Blame 
Bootlegging Rise 


on Federal Taxes 


New York, Jan. 28—Licensed 
Beverage Industries will shortly 
launch a three-ad campaign on 
the rise of bootlegging. The copy 


| 


_ Succeed in Spite 


| 


will blame the federal tax of, 
$10.50 a gallon for the revival of | 


the bootlegger. LBI is the public 
relations arm of the distilling in- 
dustry. 

The ad, which will occupy more 
than a full page, will appear in 
the February and March issues of 
American Legion Magazine, Amer- 
ican Press, Collier’s, Editor & Pub- 
lisher, Life, Look, Nation’s Busi- 
ness, Newsweek, Publisher’s Aux- 
iliary, Time and U. S. News & 
World Report. 

In addition to the growing boot- 
legging problem and the drop in 
public revenue, the ad also pre- 
sents the industry’s reasons for 


campaigning for a “realistic” tax | 


rate of $6 per gallon on spirits. 


| 


Some Advertisers | 


of Selves: Sweeney 


BALTIMORE, Jan. 30—Kevin B. 
Sweeney, Broadcast Advertising 
Bureau’s traveling v.p., continues 


|| to make effective use of the shock | 
f/ technique to attract attention to 


radio. 

Latest case in point was a speech | 
yesterday before the fifth adver-. 
tising seminar sponsored by the. 
Advertising Club and the Wom-| 
Mr. Sweeney told the group: | 
“If it weren’t for the deeply em-| 
bedded desire to buy which their | 
advertising creates in consumers, | 
the poor planning and inept sales | 
training of many advertisers would | 
bankrupt them in a year.” 
s He commented on a recently | 
published statement of a general 
sales manager of a large automo- 
bile manufacturer who said his 
company couldn’t trace direct sales 
to advertising. 

The BAB executive advised: 
“We who sell advertising—par- 
ticularly media representatives 
and ad agency people—had better 
start accumulating more facts | 
showing that this $6 billion annual 
investment business makes each 
year in advertising actually sells 
merchandise, often despite the ad- 
vertiser and his retailer. Too many 
advertisers still have the pre-Civ- | 
il War attitude that all advertising | 
does is ‘keep their name in front} 
of the public.’ ” 

Mr. Sweeney described the re-| 
search radio stations are doing) 


throughout the country to show | ratings since late in 1947 when. 


retailers how sales can be traced | 
directly to advertising and advised | 
other media to undertake the same | 
kind of projects which demonstrate | 
that “advertising, absolutely un- | 
assisted, can sell any good prod-| 
uct.” 


@ On the other hand, he added, 
these dollar-for-dollar sales ef- 
fectiveness tests show that “no 
advertising sells poor or incorrect- 
ly priced merchandise effectively. 

“It’s time that advertising peo- 
ple and media people tell the ad- 
vertiser why he fails rather than 
mutely accept the blame. 

“Radio has survived and is 
growing steadily in cities where 
there are many TV stations simply 
because our salesmen are learning 
to talk to advertisers exclusively 
about sales results and not all the 
other ‘gingerbread’ that they form- 
erly talked about.” 


Nestle Also Agreed on 
Full Contents Disclosure 


“American Home Foods’ agree- 
ment with the Federal Trade Com- 
mission to disclose proportions of 
soluble coffee and carbohydrates 
involves only Instant G. Washing- 
ton coffee and not Nescafe, as AA 
reported last week. Agreement to 
full disclosure on Nescafe was 
made by Nestle Co., New York. 


Colorado Cities Get Live TV 


The first live television programs 
for Colorado Springs and Pueblo, | 


Colo. were inaugurated Jan, 20, | EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 


over KKTV, covering both cities. 
Establishing a relay point near | 
Larkspur, Colo., Mountain States | 


Telephone & Telegraph Co. micro- WEEKDAY (AVERAGE FOR ALL PROGRAMS) 


waved the signal to KKTV’s trans- 
mitter. 


McManus Named Art Head 

Tom McManus, who joined Kas- 
tor, Farrell, Chesley & Clifford, 
New York, in October, 1952, has 
been appointed art director for the 
agency. Mr. McManus formerly 
was art director of Duane Jones | 
Co. for ten years. 


Reeves Bros. Promotes Lewis 

S. L. Lewis Jr. has been promo- | 
ted to v.p. in charge of sales for | 
Reeves Bros. Inc., New York tex- 


Fuller & Smith & Ross, New tile producer. Mr. Lewis has been 


York, is the agency. 


v.p. and general sales manager. 


HOOKED—Announcer Harry Creighton of 
job with commercials for Chesterfields 
viewer sent him two hand-hooked rugs featuring the sponsors’ products. 


WGN-TV, Chicago, does such a pleasant 
and Hamm's beer that an appreciative 


Nielsen Deletes Actual Rating Figures 


for AM Shows from Pu 


Cuicaco, Jan. 28—A. C. Nielsen | 


Co. is no longer releasing its ra- 
dio ratings for publication. 

The regular “Nielsen-ratings” 
of top radio shows will now con- 
tain only the program’s rank and 
the number of homes 
(see chart). It is still possible to 
calculate the rating, however, by 
comparing the number-of-homes- 
reached figure with 43,249,000. 
This is the Nielsen Coverage Serv- 


|ice estimate of the total number | east, 


of radio homes in the U. S. 
Nielsen has been publicizing its 


Columbia Broadcasting System re- 
leased them for the first time. 
First reports gave ratings for the 
top radio shows and a homes- 
reached-per-dollar figure, al- 


though the number of homes ac-| 


tually reached was not given. 


# In March, 1948, Nielsen started 
its Audimeter method and a year 
later started releasing the number 
of homes reached. 

The researcher’s reason for cut- 
ting out the actual rating figure 
from its reports for other than 
subscribers is that the radio fig- 
ures are being unfairly compared 
with Nielsen TV ratings. 

The TV ratings, Nielsen points 
out, are not comparable since they 
represent the per cent of the total 
market reached, and TV set own- 
ership is not yet as high as radio 


reached | 


blished Reports 


ownership. The radio figures are 
based on the estimated tota! num- 
'ber of radio sets in the U. S., 
whereas the TV ratings are based 
on viewing in only the larger mar- 
kets where television stations have 
been set up. 


|\@ In addition, the TV ratings of 
| program popularity are based on 
'the per cent of homes reached in 
| areas where the program was tele- 
not necessarily every TV 
market. 

Figures for top ranking radio 
| shows in the early days of the 
Nielsen ratings showed that the 
| top evening program with a rating 
| of 29.9 went into 11,249,000 homes 
| (March 6-12, 1949), and the low- 
est, with a rating of 18.3, went 
into 6,885,000 homes. Two weeks 
later, the top show rated 34.6 with 
| 13,018,000 homes, and the lowest 
had 17 for 6,396,000 homes. 

' Current TV ratings show the 
,fabulous Lucy with a rating of 
72.3 in 13,774,000 homes and the top 
ranking radio show (Jack Benny) 

with a rating of 13.9 and 6,095,000 

homes. 


Names William ]. Small 

Photo-Trackmaster Inc., Boston 
and Tampa, Fla., maker of equip- 
ment, personnel and supplies for 
race tracks, has appointed William 
J. Small Agency, Boston, to di- 
;rect its advertising. 


National Nielsen-Ratings of Top Radio Shows 


Gangbusters (General Foods, CBS 


People Are Funny (Mars, CBS) .. 


Week of Dec. 21-27, 1952 
All figures copyright by A. C. Nielsen Co. 

Current Homes* 
Rank Program (060) 
| EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,324) 

1 Jack Benny (American Tobacco, CBS) 6,095 

2 Amos ‘n’ Andy (Rexall. CBS) .5,876 

3 Charlie McCarthy Show (Hudnut, CBS) 5,700 

4 Our Miss Brooks (Colgate, CBS) .. f 

5 Lux Radio Theater (Lever Bros., CBS) . 

6 My Little Margie (Philip Morris, CBS) 

7 Gene Autry Show (Wrigley, CBS) 8 

; Suspense (Electric Auto-Lite, CBS) 

10 


m- 


homes. 


1 Club 15 (Campbell, CBS) ... , 
Lone Ranger (General Mills, ABC) 
3 One Man's Family (Miles Labs, NBC) 
1 Arthur Godfrey (Toni Co., CBS) 
2 Arthur Godfrey (Liggett & Myers, C8S) p 
3 Wild Bill. Hickok (Kellogg, MBS) . via k 
4 Arthur Godfrey (National Biscvit, CBS) , 543 
5 Wendy Warren & the News (General Foods, CBS) 2,499 
6 Our Gal, Sunday (Whitehall, CBS) 2,456 
7 Ma Perkins (P&G, CBS) ...... 2,324 
8 Romance of Helen Trent (Whitehall, CBS) 2,324 
9 Arthur Godfrey (Pillsbury, CBS) .. 2,280 
10 Strike it Rich (Colgate, NBC) 2,280 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,272) 
1 True Detective Mysteries (Williamson Candy, MBS) . ...2,499 
2 New York Philharmonic (Willys-Overland, CBS) . ......... 0.00000 scene 2,368 
3 Martin Kane, Private Eye (U. S. Tobacco, NBC) ......... 00.0.0 cccceee 2,192 
} 
| DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,666) 
1 East-West Football Game (Plymouth. MBS) . .2,762 
2 Theater of Today (Armstrong, CBS) ...... 2,631 
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Drewrys Boosts 
Budget Sharply; 
Emphasis on TV 


Soutn BeENpb, INp., Jan. 30— 
Drewrys Ltd., one of the nation’s 
largest regional brewers, has in- 
creased its ad budget 20% this 
year. 

Total ad expenditures will be 
well over $1,000,000, although the 
company would not reveal specific 
figures. 

Leslie D. Fairbairn is Drewrys’ 
ad manager. MacFarland, Ave- 
yard & Co., Chicago, handles the 
account. ; 


® Drewrys, which sells in Illinois, 
Michigan, Ohio and Indiana, has 
been making steady sales gains in 
the past few years. In 1951, for 
the first time, it became one of the 
leading 25 beer sellers in the coun- 
try, taking over 24th position with 
sales of 772,000 barrels. 

AA learned that last year it sold 
approximately 840,000 barrels. 

Tvo years ago Drewrys was 
splitting its advertising budget 
three ways—one-third outdoor, 
one-third newspapers and one- 
third radio and television. 

Its principal medium today ‘s 
television, with outdoor still used 
heavily. Newspaper space has been 
cut down. 


‘s In the first six months of 1953 
the South Bend brewer will spon- 
sor 10 half-hour TV programs. It 
will use sports shows and two Ziv 
films, “Favorite Story” and “The 
Unexpected.” 

The outdoor drive includes 24- 
sheets and painted boards, on a 
half-showing basis in principal 
markets. 

A newspaper campaign gets un- 
der way in March and the program 
also calls for car cards and radio 
and television spots. 


@# Drewrys copy will utilize a 
number of themes—“premium 
quality without a premium price,” 
“extra dry, extra light,” “less fill- 
ing—no stuffy feeling afterward.” 

About a month ago Drewrys al- 
so came out with its multi-colored 
cans, featuring six different col- 
ors. This angle will be hit hard in 
the early part of 1953. 

In 1951, Drewrys acquired two 
Chicago breweries, which make 
Atlas Prager and Edelweiss beers. 
They continue as separate opera- 
tions, accounting together for sales 
of 700,000 barrels a year. 


Quaker Again Advances 
Elting and Macdonald 


Victor Elting Jr., director of ad- 
vertising, Quaker Oats Co., Chica- 
g0, has been elected v.p. in charge 
of advertising. The position has 
been vacant since the resignation 
of Donald Douglas last April. Mr. 


Victor Elting Robert Macdonald 
Elting was named director of ad- 
vertising at that time, and his place 
as assistant director of advertising 
was taken by Robert S. Macdonald. 
Mr. Macdonald has again been ap- 
pointed to succeed Mr. Elting, as 
director of advertising. 


Agency Joins Coast Ad Group 
Jim Smutz Advertising, River- 
side, Cal., has been elected to 
membership in the Southern Cal- 
' jfornia Advertising Agencies Assn. 
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More Advertising and Research Will 
Keep Our Economy Going in ‘53: Lasser 


(Continued from Page 2) 
two years are those which have 
been in the research stage since 
the ’30s. 


s “Ours is really an economy 
based on created wants—not one 
expanding only by producing and 
selling necessities,” he said. “So 
research and promotion are the 
obvious keystone for all of our de- 
velopment.” 

He pointed out that more ad- 
vertising is needed not only to 
continue the present high stand- 
ard, but to increase it. 

“Without it we'll move at a 
much slower pace. Sales will drop 
off. Fewer people will be needed 
for jobs. Then we really could be- 
gin to get into a lot of trouble in 
this economy,” he said. 

“Between 1940 and the end of 
1951 our investment in production 
facilities rose 1,000%; the number 


NOW! 


A PRE-TESTED 
PREMIUM PLAN 
to get 
New Customers 
AT LOWER COST 


Here is a new /ow cost method to obtain 
new customers and increased sales, used 
with outstanding success by most of the 
nation’s largest manufacturers of soaps, 
cereals, food & other packaged products. 

It is Germain’s PRE-TESTED, PRE- 
PROVEN horticulture premium promo- 
tion plan—seeds, bulbs, or live plants. 
You are offered two basic types of pre- 
mium plans—‘*The Give-Away” or “The 
Self-Liquidator.” 

Every Promotion Pian 
Exclusively TAILOR-MADE for YOU! 

You receive the complete services —in- 
cluding COUNSELING and execution 
of the detail work, from Germain’s Pre- 
mium Counseling Division with 20 years 
of proved experience. 

Let us give you the Key to open the 
door to the countless millions of flower 
lovers throughout the Nation—to win 
new customers for your product at low- 
cst cost to you. 


WRITE OR WIRE TODAY! 
For complete information—samples, suc- 
cess stories and counseling service. Ad- 
dress GERMAIN’S, 741 Terminal St., 
Los Angeles 21, California. 


“e n 
‘mMium pivis'? 

Lorgest and Oldest Horticulture 

Premium Operation In the United States, 


A Division of GERMAIN’S, leading 
Seedsmen & Horticulturists for 82 years. 


of manufacturing plants increased 
45%; the gross national product 
more than trebled. Yet in the 
same period, our expenditures for 
advertising dropped from 3% of 
the national income to something 
around 2.4%. This can only lead 
us to distress,” he warned. 


s Furthermore, he pointed out, 
“there is no tax bug in more re- 
search and more advertising. On 
the contrary, the Congress and the 
courts and government have re- 
peatedly indicated you can do 
what you need for good business 
operation. It’s not important that 
you have nothing to sell at once— 
or that you can’t deliver because 
of defense order complication. 
Only important is that you recog- 
nize your place in the economy— 
and keep researching or selling 
something you propose to deliver 
sometime.” 

“Sure, you get a tax deduction 
for your research or advertising,” 
he continued. “But it is highly 
stupid thinking to say you do it 
for the deduction. When they pro- 
duce sales and profits you are go- 
ing to pay a tax on that. Your de- 
duction may be 52% today. But 
your tax will very likely be 52% 
or more on your income tomor- 
row. That rate is not coming down. 
It can’t, in this troubled era of 
cold and hot wars. So there is no 
ethical question there. On the 
contrary, your failure to spend for 
advertising and research is just 
bald disregard of your place in 
the American system of opera- 
tion.” 


s Earlier, at a sales clinic session 
of the ABP conference, John C. 
Spurr, director of research for Mc- 
Graw-Hill Publishing Co., summed 
up the results of such research by 
McGraw-Hill and others, showing 
the effectiveness of advertising. 

Some of these findings were: 

Half-page ads resulted in 83% 
better sales than 4% pages. 

Spreads are twice as effective 
as single-page ads. 

Two-color page ads are more 
effective than single-page b&w 
ads, and bleed color pages are 
more effective than single pages. 

The two-color ads are 34% more 
effective than the b&w ads and the 
bleed color ads are 87% more ef- 
fective, according to one study. 


s Following a complaint by ad- 
vertisers that their ads didn’t have 
a chance in solid sections of ad- 
vertising, a McGraw-Hill study 
showed that all ads in a 200-page 
block of advertising had an equal 
chance of being seen. 

Also, ads in front and in back 
of the book (barring preferred 
positions) have a nearly equal 
readership, those in front getting 
a readership of 19.6% and those 
in the back 19.7%. This latter 
finding is the latest in the Mc- 
Graw-Hill mill and is the result 
of careful study of identical ads 
running in front and in back of 
publications’ alternate issues. 

When the question of whether 
ads in thicker issues had as much 
of a chance of being read as those 
in a thin issue came up, McGraw- 
Hill found the chance is equal. 
The results for different issues of 
one publication were as follows: 


Pages in Issues Average readership 
score of ads 

Less than 300 . 

300-325... 


s Other findings: 

When an ad is repeated, it picks | 
up the same number of new read- 
ers, on the average, as it had on, 
‘its original appearance. Further-| 
/more, when an ad is repeated at 
very close intervals, its readership 
score increases. 

Another study indicated that in- 


NEXT QUESTION—Florence Rinard and 

with George Percy, ad manager for Baver & Black, their new sponsor, at a iunch- 

eon in New York. B&B shares sponsorship of “Twenty Questions” (DuMont), starring 
questioners Rinard and Van Deventer, with Luden’s Inc. 


Advertising Age, February 2, 1953 


Fred Van Deventer (right) enjoy a chat 


formative copy about products 
drew a higher readership than 
any other kind. For one pubiica- 
tion, it was found that product 
copy had an index of 136, institu- 
tional copy an index of 115 and 
inquiry-pulling copy, 100. 

A schematic diagram of the kind 
of copy-size of illustration draw- 


ing power was given. 
Size of Illustration 


Copy Small Medium Large 
Length (less than (more than 
Yo page) (2 page) 2 page) 
Short 
(less than 100 110 119 
120 words) 
Medium 
(121 to 103 133 129 
200 words) 
Long Sample 
(201 to 137 156 too 
500 words) small 


As can be seen, half-page illus- 
trations with long copy had the 
best readership, with an index of 
156. 


s Mr. Spurr was followed by 
L. W. Williams, advertising di- 
rector of Retailing Daily and 
chairman of the ABP merchandis- 
ing papers committee. Mr. Wil- 
liams presented a new merchandis- 
ing scheme to be used by publica- 
tions which the committee had de- 
veloped. The scheme consists of a 
folder which the papers can pre- 
sent to advertisers. The folder will 
contain nine “copy slants” to be 
used which the publication will 
send to the advertisers every other 
month. The “copy slants” help the 
manufacturer tell the dealer what 
he wants to know. Two of these 
“slants” are ready now and the 
others will be made available 
later. 


McCann-Erickson Promotes 


Roy Alderman in Cincinnati 

Roy Alderman, v.p. and a mem- 
ber of the board of McCann-Erick- 
son, has been appointed manager 
of the agency’s 
Cincinnati office. 
With the com- 
pany since 1929, 
Mr. Alderman 
will direct serv- 
ice for such cli- 
ents as Gruen 
Watch Co., Na- 
tional Cash Reg- 
ister Co. and 
Frank Fehr 
Brewing Co. 

He succeeds G. 
Lester Williams, 
v.p. and manager since 1950, who 
rejoins the New York office where 
he will supervise service to Stand- 
ard Oil Co. (New Jersey) and af- 
filiates in the group headed by 
J. L. Deane. 


Roy Alderman 


Colgate Becomes Eighth 

to Sue Schwegmann Bros. 
Colgate-Palmolive-Peet Co. has 

filed suit in federal district court 

here to enjoin Schwegmann Bros. 


| Giant Super Markets from selling 


C-P-P toilet goods below the mini- 
mum prices established by fair 
trade contracts. 

The action is the eighth to be 
filed against Schwegmann. One 
plaintiff, Eli Lilly Co., has already 


mann and the case is being ap- 
pealed (AA, Jan. 19). 


Adman Suggests 
New Phrase for 
Free Enterprise 


(Continued from Page 2) 
hazard a guess,” he said. “Twelve 
per cent indicated it meant some- 
thing free from controls. And 
among some of the unbelievable 
answers were these: ‘each to his 
own’—‘a group of assorted con- 
cerns’—‘a leveling off process’—‘a 
lot of silly words that don’t mean 
anything.’ ” 


a “What greater evidence do we 
need of the unbelievable influenc- 
ing power of words than the his- 
tory of advertising itself,’ de- 
clared Mr. Emery. “It has been 
demonstrated that changing four 
words in a headline can make as 
big a difference as from 500% to 
1,000% in the pulling power of a 
single advertisement.” 

The R&R executive said “we will 
never see a torchlight parade of 
Americans carrying a banner la- 
beled, ‘We Want Free Enterprise,’ 
but I can visualize such a parade 
of our people carrying a banner 
labeled, ‘Down with Slavery—We 
Want a Free Man’s Way of Life’.” 

Concretely, Mr. Emery proposes 
that this slogan—‘A Free Man’s 
Way of Life’—be included in ac- 
tual ads. He also is asking Con- 
gress to declare a new national 
holiday to commemorate the birth- 
day of the Statue of Liberty. 


s He had on hand at the NAEA 
meeting a large supply of trade- 
mark cards which were distributed 
to the ad managers. This card has 
a picture of the Statue of Liberty 
and uses the slogan, “A Free Man’s 
Way of Life.” 

“I am taking this message 
throughout the length and breadth 
of the United States,” Mr. Emery 
stated. “Not for fun, I assure you. 
And not for profit, I promise you. 
| But with great hope in my heart, 
land a prayer, too, that business 
leaders like yourself will do some- 
thing about it.” 


Hollingshead Boosts Danziger 

Harold L. Danziger, assistant 
sales manager of R. M. Hollings- 
head Corp.’s automotive private 
brand division in Camden, N. J., 
has been promoted to manager of 
‘all private brand sales. This also 
'marks consolidation of Hollings- 
|head’s household private brands 
‘division and its automotive private 
brand sales. W. R. Morris, mana- 
ger of the household sales, will 
continue to handle selling activi- 
ties of those products. 


Wigfield to American Safety 

| Ernest G. Wigfield has been ap- 
pointed director of industrial re- 
lations of American Safety Razor 


| won an injunction against Schweg- | a my in my 
wi e Dan River , Danville, 
‘Va. 


Phe ot pen int 


| Sonotone Promotes Kane 


' Leonard J. Kane, assistant ad- 
| vertising director since 1946, has 
' been premoted to the new post of 
director of promotion for Sonotone 
|Corp., Elmsford, N. Y., maker of 
hearing aids. C. C. Agate continues 
_as director of advertising. Sylvia 
| Brownshield, formerly assistant 
sales director of Farrar, Straus & 
Young, New York publisher, has 
| joined the advertising department. 
| 
Issues Institutions Guide 


Domestic Engineering Co., 1801 
Prairie Ave., Chicago, publisher of 
Institutions Catalog Directory, has 
issued the 1953 edition. Among 
other subjects, the book contains 
lists of the principal food service 
equipment dealers, janitor supply 
houses, and of architects, decora- 
tors, and designers serving institu- 
tions. The volume sells for $10. 


Joins Seearcee Advertising 

Seearcee Advertising Corp., St. 
Louis, has appointed Leonard 
Reid executive director. Mr. Reid 
formerly was associated with Uni- 
versal Match Co. 


your ad. 


less. 


When an IEN reader 
finds your product 
you have found 

a good prospect 

He is a good prospect: 


because his firm is active, highly 
rated; 


has automatically picked him for 
buying and specifying influence; 
above all because his purpose 
coincides with your purpose... 
better buymanship. 


461 Eighth Avenue, New Y 


Why 62,000 buyers read IEN 


Find out the purpose of your reader 
and you'll know his reaction to your 
message. The idea you want to plant 
in his mind is bound to be colored 
by what he is thinking when he sees 


62,000 buyers read IEN for one rea- 
son: buying information. 62,000 
buyers have nothing on their minds 
but what to do it with better, or for 


because the nature of IEN‘s service 


When you are looking for new mark- 
ets, IEN will find and sell them for 
as little as $150 a month, $1800 a 
year. 
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Schaefer Brewing Discovers Women; 


| 


May Change Locker Room Approach 


(Continued from Page 3) 
They’re pessimistic; 35.6% fig- 
ure they’re worse off than they 
were a year ago, in terms of in- 
come and prices, and 46.7% think 
they are about the same. 


= (Eprtor’s Note: This, of course, 
is something the GOP knew very 
well last fall, when they were as- 
sessing the effects of the Demo- 
crats’ “never had it so good” and 
“don’t let ’em take it away” slo- 
gans.) 

They’re also pessimistic about 
prices. While 40.8% figure they’ll 
stay about the same, 28.9% figure 
they’ll go higher. About 42.3% 
think something could be done to 
bring prices down, and the most 
general suggestion (29.6%) re- 
volves around stabilizing wages 
and prices, through ceilings. But— 
still pessimistic—only about 18.3% 
think there’s a good chance of its 
happening, and 19.5% see no 
chance at all. 

The panel showed the big swing 
to home ownership, and revealed 
that most housewives think own- 
ing is better than renting. 


s On finances, the brewer found 
that 35.7% of the wives are now in 
total control of their husbands’ 
paychecks, as against 34.9% who 
have an allowance, and 23.7% who 
have access to a joint checking ac- 
count. About 10% want a change 
in the way the family funds are 
handled, and by far the highest 
percentage of this group—23.9%— 
want to handle the entire pay 
check. 

The wives are pretty well satis- 
fied with their husbands, most 
figuring that they do about the 


right amount of helping around | 
the house now. It turns out that! 
54.1% of the husbands help with | 
shopping, 38.5% work with the 
kids, and 37.2% can be counted on | 
to bear a hand with the dishes. | 

Among the dissatisfied distaf- | 
fers, the main complaint was that | 
they should get more help with the 
kids. 

The housewives stayed in char- 
acter: Most think that children are 
worse behaved than children were , 


when the housewives were young. | 
They admit to being less strict 
with their children, but say their 
husbands are less strict than they. 


® As for what they will do when 
their children are gone, they aren’t 
worrying a bit. 

The crush for security hasn’t hit 
the housewife as hard as some ob- 
servers think. Forty-seven per 
cent said they’d rather see their 
husbands take a less secure job 
that he’d like than hold on to one 
he doesn’t enjoy but which offers 
security. 

To the surprise of no one, the 
most popular baseball team among 
the husbands was the Dodgers, 
closely followed by the Yankees, 
with the Red Sox and Giants 
trailing by small margins. 

The housewives also prefer the 
Dodgers, like the Yankees consid- 
erably less, and the Red Sox and 
Giants are also-rans. 


@ When asked what they serve as 


drinks when entertaining, the 
housewives reported: Coffee 
(82.7%); beer (50.2%); tea 
(34.5%); liquor (36.5%), and 


wine (16.8%). 

On this question, virtually the 
only one which indicates Schaef- 
er’s deep interest in the house- 
wive’s bibing habits, the various 
states differed greatly. For in- 
stance, 43.7% of New Jersey 
housewives, and 52% of Connecti- 
cut housewives serve tea. And only 
21% of Pennsylvania house- 
wives serve liquor, half as many 
as serve beer. 

In analysis, the brewer found 
that age made quite a difference. 
Young wives are much more likely | 
to serve beer and liquor than their | 
older counterparts. Of wives un-| 
der 25, 63% serve beer to their 
guests, 42.9% serve liquor. By 
contrast, only 31.9% of the house- 
wives over 55 serve beer, and only 
27% serve liquor. Tea is more 
popular with older hostesses, as is 
wine. 

But the evidence is that Schaef- 
er, long a sweatshirt addict in its 
promotion, is about ready to trade 
in the arnica for some old lace. 


Scripps Survey Finds Grocery Stores Gain 
as Drug Product. Utensil Distributors 


New York, Jan. 28—In Cincin- 
nati and Houston, 87% and 96% 
of the grocery stores respectively 
are now handling headache reme- 
dies. In E] Paso, 52% of the gro- 
cery stores are now carrying sauce 
pans and in Memphis, 9% are car- 
rying hand irons. 

These are only a few of the signs 
Scripps-Howard Newspapers has 
found of the growing importance 
of grocery stores in the distribu- 
tion of drug products, kitchen 
utensils and appliances. 

In its sixth annual survey of 
grocery product distribution. 
Scripps-Howard checked on 27 
different brands of drug _ store 
merchandise, 25 kitchen utensils 
and 17 appliances. 

Many of these items, particular- 
ly drug products like sanitary nap- 
kins, which were formerly foreign 
to grocery stores, now have better 
than 50% distribution, the survey 
shows. 


# Another interesting factor re- 
vealed by the survey is that nip 
and tuck distribution race local 
and regional coffee brands are 
waging with nationally advertised 
brands. 

In Knoxville, for example, JFG 
coffee has 100% distribution in 
grocery stores while Maxwell 
House is second with 98%. In 


distribution and Maxwell House 
85%. 

In San Francisco, Hills Bros. is 
first with 100%, followed by Fol- 
ger’s, 94%; MJB, 93%, and Max- 
well House, 72%. Maxwell House 
and Chase & Sanborn are the only 
two brands found in all 13 mar- 
kets covered in the survey and in 
only three is Maxwell House in 
first place. 


# As in previous surveys, the 
findings show that national dis- 
tribution of brand name grocery 
products remains negligible. A 
special analysis points out that 
only 3.3% of 10,257 brands were 
found in all 13 markets. This is 
an increase of three-tenths of 1% 
over the previous survey. 

Of 511 different frozen food 
brands. for example, only three 
were obtainable in all markets. Of 
134 peanut butter or crunch 
brands, only two were found in all 
markets. 

The 13 cities covered were Cin- 
cinnati, Cleveland, Columbus, FE] 
Paso, Evansville, Fort Worth, 
Houston, Indianapolis, Knoxville, 
Memphis. New York, Pittsburgh 
and San Francisco, where Scripps- 
Howard has newspapers. 


Two more product classifica-| 
tions, aluminum foil and wax pa-'| 
per, were added this year to make 


Evansville, Old Judge has 100% 


a total of 68 classifications cov- 


ered. As in previous studies, this 
one lists the percentages of brands 
having at least 10% distribution 
in any of the 13 markets. 

Deducting the new classifica- 
tions, the survey finds the number 
of brands has increased 3.6% to 
a total of 10,137. 

Copies of the survey can be ob- 
tained from Harold Riesz, direc- 
tor of promotion and research, 
Scripps-Howard Newspapers, 230 
Park Ave., New York 17. 


Flex-Let Offers Dealers 
Display, Inventory Promotion 


Flex-Let Corp., East Providence, 
R.I., manufacturer of watch bands, 
has opened a promotion in jewelry 
trade publications built around 
an inventory control allowing the 
dealer to hand-pick his watch 
band assortment and providing a 
personalized store-name_ sales- 
producing display with built-in 
sales stories. In a space 15x12”, it 
holds 60 watch bands and includes 
prepaid re-order cards for order- 
ing as the dealer sells. The promo- 
tion is announced in a six-page, 
full-color insert in jewelry trade 
publications. 


Scholter to Providence Drug 


Providence Wholesale Drug Co., 
Providence, R. I., has appointed 
Joseph Scholter sales promotion 
manager. Mr. Scholter will super- 
vise a 10-point program ranging 
from cooperative advertising to 
store engineering, in behalf of the 
company’s retail drug store mem- 
bers. 
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EUGENE HEIFFEL, Vice-President 
G. M. BASFORD COMPANY 


Advertising and Marketing 
New York 17, N. Y. 


Have you ever diligently studied an issue 
of Advertising Age far, far from the 
“madding crowd,” said “madding crowd” 
being your fellow busy bees and eager 
beavers in your hurrying, scurrying, 


worrying “ad factory”? 


Most admen in the agency business 
say it just can’t be done. They see eye to 
eye with Eugene Heiffel, who sums it up 


this way: 


“I find reading ADVERTISING AGE 
in the quiet comfort of my home brings 
the passing parade of advertising into 


sharper focus for me. 


“When I finish studying and clipping 
my personal copy of AA it would be posi- 
tively cruel to leave it at the office where 


————— 


awed 


FREE ~— 


Mail Order 
ond 


Direct Mail Clinic 


with your 
home 
subscription 


He studies AA in 
the quiet comfort 
of his home 


others might find it in its mutilated 
condition. 
“Every issue of your remarkable 
publication contains so much mate- 
rial, so useful to a creative man’s refer- 
ence file, that I hesitate to be specific for 
fear of omitting a feature I enjoy regu- 
larly in my personal copy of Ad Age, 
which reaches me far, far from the mad- 
ding crowd.” 

Need we say more when Mr. Heiffel 
has summed it up so well? Why don’t 
you try studying AA at home and clip- 
ping its creative material for a permanent 
file. Mail us NOW the order coupon be- 
low for a personal subscription to be sent 
to your home address. With it we will 
send you, FREE, a copy of Whitt Schultz’s 
new booklet, “Mail Order and Direct 
Mail Clinic”, containing thirty-nine of his 
helpful articles that appear regularly in 
Advertising Age. 


ADVERTISING AGE 
Dept. F2, 200 E. Illinois St., Chicago 11, Tl. 


Please enter my 1-year subscription to Advertising Age and 
mail it to my home address. I am to receive FREE a copy of 
“Mail Order and Direct Mail Clinic”. 


My name_—__ - esl — — - Lt 
Company___. al 

[) Home ? 

[ Company § a 
City Zone___. State 


( My check for $3 is enclosed. [] Bill me later. [J Bill my firm. 
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A. C. Michener Dies; 
Director of Famous 


Morrell Calendars 


Ottumwa, Ia., Jan. 27—Alfred 
Charles Michener, 60, advertising 
manager for John Morrell & Co., 
died suddenly yesterday after a 
heart attack. 

Born in Oskaloosa, Ia., Mr. 
Michener was graduated from 
Penn College and served with the 
Army in World War I. After 
working as a newspaper rman for 
several years, he joined Morrell 
as founder and editor of its em- 
ploye magazine. He became adver- 


tising manager in 1935, and was. 


also manager of the company’s 
trademark and label department. 

As ad manager of the meat 
packing firm, Mr. Michener was 
responsible for the preparation of 
the nationally-known Morrell cal- 
endars. 


WILLIAM A. SCANLON 
Cuicaco, Jan. 29—William A. 
Scanlon, v.p. ef National Under- 


USE MORE ART 
AT LESS COST 


Do as many world-renowned 
concerns do year after year. De- 
sign your own printed matter 
with quality art tools from the 


FOR SMART ORIGINALITY 
Give your printed matter new fresh- 
ness and smart originality with more 
than 3,600 subjects and 12,000 re- 
production prints to draw from each 
year, every one originals. Service 
costs only $180.00 per year, pa) 
$15.00 monthly 


writer, died at Vaughn Veterans| 
Hospital here yesterday following 


a brain operation. , 


Mr. Scanlon worked in insur- 
ance companies before joining the 
insurance publication 37 years ago. 
He was a space salesman in the 
Southwest and Midwest before be- 
ing named manager of the New 
England territory in 1946. His 
/headquarters since then were in 
Boston. 

RALPH W. LIDDLE 

| Cuxicaco, Jan. 28—Ralph W. Lid- 
dle, 52, a special assistant in the 
advertising department of Com- 
monwealth Edison Co., died yes- 
| terday in Grant Hospital. 

During World War II, Mr. Lid- 
dle served as an intelligence offi- 
cer in the Army. 


BENNET MOORE 

Exeter, N.H., Jan. 30—Bennet 
Moore, pioneer in _ large-scale 
advertising by insurance com- 
panies, died at his home here yes- 
terday. 

As v.p. in charge of business de- 
velopment and public relations of 
Liberty Mutual Insurance Co., Bos- 


{| ton, from 1937 to 1950, Mr. Moore 


} | goods into the insurance business. 


|@ A constant innovator in insur- 


| first injected human interest into 
casualty insurance ads and also is 
|credited with introducing proved 
techniques for selling package 


ance “distribution,” Mr. Moore 
|planned insurance “stores” by 
| which Liberty Mutual became the 
| first company to package its serv- 
ices for specific application to a 
particular industry, such as a busi- 
ness or home or car owner. He 
,;also was author of two books and 
‘numerous articles on streamlin- 
ing insurance selling methods. 

| He was born in Hillsboro, O., 
'and was associated with Safe- 


BUFFALO CITY ZONE 


Population. .. . 
Families... . 


NEWS City Zone Circulation 201,399 


SELL THE NEWS READERS 
AND YOU SELL 
THE WHOLE BUFFALO MARKET... 


NEW YORK’'S 2nd 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor ond Publisher 


es x. 


THE CIVIC CENTER, BUFFALO 
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LARGEST MARKET 


KELLY-SMITH CO. 


iWational Representatives 


WESTERN NEW YORK’'S GREAT NEWSPAPER 


INCREASE IN REAL PURCHASING POWER 


BY FIVE ECONOMIC GROUPS — 1940 to 1952 


MONEY income GROUP 


HIGHEST FIFTH 
SECOND FIFTH 
THIRD FIFTH 

FOURTH FIFTH 


LOWEST FIFTH 


4772 4207. 
32 240 336 SI Tl 
THIRD FIFTH 59 10 230 432 88 
FOURTH FIFTH 9S 120 3.7 268 10 
LOWEST FIFTH 3.7 40 54 9% 7 


100% 100% 1144.7 12400 667 


Per capita disposable income was #1524 in 1952 (4th Quarter) vs $1,0% in 1940 


PER CENT INCREASE IN REAL PURCHASING POWER 
OTL ER 


(91000 #1500) 


1.273 


867i ‘ FEO COME Tax 


1488 
"Taal Income 


HOW SHIFT UPWARD IN INCOME GROUP 
HAS INCREASED DISCRETIONARY SPENDING 
POWER OF TYPICAL MIDDLE INCOME FAMILIES 


1952 194) Status 
Income f 3000 to /S000 Family 


(V300C % 5000 


519 base ving Costs 
_ 
110% 


1017 


1456 
Oss0sam.e 


uP weaRy 
ayn MES 


(in terms of 1952 dollars) or an increase of 39% in real per capita purchasing power 


Share of total 
January 1949, 
September 1952, Pq 978 for 1952 39 million Consumer 
and 53 million in 1952 


4 WALTER THOMPSON COMPANY 


1953 PREDICTION-Arno Johnson, J. Walter Thompson Co.'s 
famed predicter of things to come, used these charts last week 


Pepsi-Cola Drops 
‘Bounce’ for Diet 
Theme; Budget Up 


(Continued from Page 1) 

In television, Mr. Wheeler says 
Pepsi-Cola wil sponsor the 15- 
minute 
“Short Short Drama,” Tuesdays 
and Thursdays at 6:15-6:30 p.m. 
Spots only will be used in radio. 

In space media, Mr. Wheeler 
outlined an extensive program 
covering magazines, newspaper 
supplements and Sunday news- 
papers. Four-color pages will ap- 
pear in a March issue of The Sat- 
urday Evening Post; in Febru- 
ary through August issues of 
Ladies’ Home Journal, Look and 
Woman’s Home Companion, and 
in six issues of Life from Febru- 
ary to August. 


s The American Weekly, Farade, 
This Week Magazine and First 3 
Markets Group are scheduled for 
four-color pages once a month 
during overlapping six-month 
periods from January through 
August. Additional four-color 
pages are set for nine independent 
newspaper Sunday rotogravure 
sections during similar overlap- 
ping six-month periods. 

Another 17 Sunday newspapers 
will get 1,000-line, r.o.p. two-col- 
or ads during the same period and 
another 16 Sunday newspapers 
will receive 1,000-line b&w ads. 

Supplementing this national pro- 
gram will be a cooperative ad 
drive, which incorporates the use 
of three-sheet and 24-sheet post- 
ers. Biow Co., New York, is the 
agency. 


TAYLOR S. CASTELL 


New York, Jan. 27—Taylor S. 
Castell, 46, a former account ex- 
ecutive with Cecil & Presbrey, 
died yesterday at Columbia-Pres- 
byterian Medical Center after a 
long illness. He had not been ac- 
tive in the agency since last April. 

Mr. Castell was born in Akron 
and was graduated from Rutgers 
University. He started his business 
career in the building supplies 
field. A few years later he joined 
Kenyon & Eckhardt. He was as- 
sociated with that agency for 16 
years and became v.p. in charge 
of merchandising. 


Joins Headley-Reed Co. 


Frank Grindley, formerly with 
with American Broadcasting Co.’s 
sales service department, has been 
made an account executive at 
Headley-Reed Co., radio-TV sta- 


ition representative, New York. 


NBC network program, | 


Sths estimated from Economic Report of the President , 
14-15 for 1940, and from Federal Reserve Bulletin 


spending units in 1940 


_ yee pee and Household Consumer 
Os of July wos 64 abo the 1941 average (1908 vs 1052) 
source of 194) f.qures ~ US Depr of Labor Bulletin No 622 


+3961 
1952 (ane) 

166.96 

(0480 PER YEAR) 


operation Price index 


4 WALTER THOMPSON COMPANY 


to help prove his point that present trends indicate a substantial 
increase in production is possible this year. 


Johnson Says Production Trends Promise 
10% Boost in U. S. Living Standard in ‘53 


| WASHINGTON, Jan. 28—Current) 
production trends, says Arno, 
| Johnson, should produce a 10% 
|standard-of-living increase this 
| year and still meet defense needs. 
| J. Walter Thompson Co.’s v.p. 
and director of research, speaking 
before the Washington Board of 
Trade conference yesterday, 
seemed to be predicting the right- 
ness of some of his earlier pre- 
dictions (AA, May 12, ’52). 

Mr. Johnson, who has consistent- 
ly reiterated his belief in the need 
for increasing the American stand- 
ard of living to maintain current 
production levels, said last spring 
that a 10% increase “could in it- 
self offset a cut of over $20 billion 
in defense production—thereby re- 
moving the pressure toward un- 
employment.” 


® His analysis of the economic 
outlook for 1953 points optimis- 
tically to current trends which 
promise to keep sales of goods 
and services moving up. In fact, 


Mr. Johnson said, “there is an op- 


portunity for purchasing power in 
1953 to be at the highest level in 
history.” 

The trends cited by Mr. John- 
son “point to a 1953 level of $255 
billion of disposable personal in- 
come after taxes—enough to in- 
crease consumption expenditures 
by 10% over the 1952 level of $215 
billion up to $235 billion and still 
allow a continued high level of 
over $20 billion in personal sav- 
ings.” 


Cc. C. CROW 

PORTLAND, ORE., Jan. 27—C. C. 
Crow, 70, president and publisher 
of Crow’s Pacific Coast Lumber 
Digest, died yesterday after a 
three-month illness. 

A native of Kansas, Mr. Crow 
came to Portland in 1902 and 
launched Crow’s Monthly Sum- 
mary, predecessor of the lumber 
digest, in 1921. 


KTLN, Denver, Moves 

KTLN, Denver, has moved its 
headquarters to the Zook Bldg., 
431 W. Colfax Ave. 
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Cleveland’s WNBK 
Sells Time on New 


Basis to I. J. Fox 


(Continued from Page 1) 
advertisers with a way to use 
broadcast media in terms of indi- 
vidual store needs for seasonal or 
special campaigns as is done in 
print media. 


| 


® They say that, although Cleve- 


land’s eight radio and three TV 
Stations have made frequent de- 
partment store “pitches,” results 
have not been too successful. One 
radio station, they say, recently 
employed a fulltime retail mer- 
chandising expert in an effort to 
snag a major department store, 
with little success. Scattered spot 
campaigns, underwritten largely 
by manufacturers’ ad money, have 
been the major evidence here of 
retailers’ use of AM and TV, ac- 
cording to WNBK spokesmen. 

For the Fox company, Charles 
Fox, brother of the late I. J. Fox, 
said Fox executives have “watched 
TV in four cities—Boston, Phila- 
delphia, Cleveland and New York 
—for the past three years in 
an effort to analyze how we could 
best use this new advertising medi- 
um. ‘Living Fashion’ on WNBK is 
the first program which we feel 
fills a definite need, to bring to 
women the latest fashion news.” 
Foley Advertising Agency is the 
Fox agency here. 


s During the ’30s and ’40s, I. J. 
Fox was a major radio user. Until 
five years ago, Fox put as much as 
40% of its budget into radio. It 
hasn’t used the mediurn now for 
two years, and newspapers have 
received just about 100% of the ad 
budget of “America’s largest fur- 
rier.” 

Charles Hutaff, director of ad- 
vertising-promotion of WNBK and 
its sister station, WTAM, indicated 
that other programs will later be 
offered to sponsors on the same 
basis as the fashion show. 


Here’s One Contest 
Where Beauty Isn‘t 
the Sine Qua Non 


New York, Jan. 29—In a brave 
departure from the expected, back- 
ground—not beauty—will deter- 
mine the winner of the “Paris in 
America” nationwide contest being 
cooperatively sponsored by 
Air France, Jonathan Logan Inc., 
dress manufacturer, and Talon 
Inc., manufacturer of slide fasten- 
ers. 

The triple tie-in provides the 
winner with a full Logan ward- 
robe, complete with Talon zip- 
pers, and a flight to Paris this 
spring via Air France. 

Promotion plans call for nation- 
al coverage in newspapers and 
women’s magazines, department 
store cooperation in all cities and 
radio time sponsored by Logan 
dealers in their local markets. 


s “Typical” of the expected de- 
partment store cooperation is a 
full-page advertisement and four 
window displays provided by Best 
& Co. to open the campaign here. 
To enter, contestants merely 
secure an entry blank from their 
local dress shop and return it with 
a snapshot of themselves in a Jon- 
athan Logan outfit against a 
hometown background they con- 
sider typically Parisian. The win- 
ner will receive the all-expenses- 
paid, two-week trip to Paris. 


Cooney Leaves ‘Pocket List’ 


John A. Patte, advertising man- |the student nurse recruitment pro- | 
& 


ager, Railway Equipment & Publi- 
cation Co., New York, has an- 
nounced that Frank Cooney is no 
longer western representative in 
Chicago of Pocket List of Railway 


| 


| 
| 


Officials. A successor will be an-| 


nounced shortly. 


AWARD TO ASCOT—Milton 
(right), board chairman of American Safety 
Razor Corp., holds the Ascot Florentine 
dagger lighter which won the open class 
award in Hess Bros.’ ‘Versatility in De- 


Dammann 


sign and Use” contest. Presenting the 
plaque is Max Hess Jr., head of the Allen- 
town, Pa., department store. 


Point of Sale TV 
for Stores Ready, 
Retail Admen Told 


Cuicaco, Jan. 27—The next gim- 
mick in retail stores promotions 
may very well be point of sale 
television. 

Victor Lespinasse, president of 
Engineering Management Corp., 
gave details for a plan to use this 
new type of promotion to a retail 
advertising conference held here 
last weekend under the direction 
of Budd Gore and Ralph Heine- 
man. 

This new use for television will 
involve, of course, a closed circuit 
network. It will operate in two 
ways, once it gets going. Stores 
will be supplied with receivers and 
the network will make time avail- 
able to advertisers on a coverage 
rate basis. The receivers can be 
located in show windows and 
throughout the store. 


a At the same time, stores will 
be able to use the receivers for in- 
store promotions. They will be pro- 
vided with special telecasting 
equipment. In this way, special 
events in various departments in 
the store can be highlighted in all 
departments and in the show win- 
dows. 

A special portable TV camera, 
the size of a telephone directory, 
has been developed for use by the 
stores. Engineering Management 
Corp. hopes to be able to make the 
camera even smaller through use 
of printed circuits and other re- 
finements. 


Supermarkets Score Gains 

The supermarket industry’s an- 
nual volume in 1952 reached $14.1 
billion, according to Supermarket 
Merchandising. Supermarket sales 
were 43.5% of the nation’s grocery 
business in 1952 compared with 
41.8% in 1951. The survey was 
based on a sample of 1,296 partici- 
pating supermarkets. Dollar vol- 
ume for the average supermarket 
in 1952 was $854,260, 6.6% higher 
than the 1951 figure. 


Raceway to Bacon, Hartman 
Ponce de Leon Raceway Inc., 
Florida harness racing track op- 
erator, has appointed Bacon, Hart- 
man & Vollbrecht, St. Augustine, 
to handle its advertising and pub- 
licity. Radio, television, newspa- 
pers, outdoor, bus and taxi ads 
and counter cards will be used. 


Ad Council Gets Award 

A citation has been given the 
Advertising Council “for distin- 
guished service in the field of com- 


|munity welfare” by the United 


Community Defense Service. The 


Last Minute News Flashes | 


Better Business Bureau Condemns Chesterfield Ads 
New York, Jan. 30—Following a formal complaint by the Federal | 


/Trade Commission against Chesterfield advertising (AA, Jan. 26), | 


the National Better Business Bureau will issue a bulletin Feb. 2 con- 
demning Chesterfield’s advertising theme (‘nose, throat and accessory 
organs not adversely affected by smoking Chesterfields”) as mislead- 
ing. Bureau president Kenneth B. Wilson calls Chesterfield copy “un- 
warranted,” and says it is uncommon procedure for the NBBB to re- 


| buke an advertiser publicly but “this course is followed only when 
|an advertiser declines to withdraw misleading copy voluntarily and 


_ the advertising is considered contrary to the public interest.” 


Hirshon-Garfield Appoints Sylvan Taplinger 


New York, Jan. 30—Sylvan Taplinger, former talent and program 


buyer for Kenyon & Eckhardt, has 
of Hirshon-Garfield. He replaces 


been named radio and TV director 
Robert Lewine, who resigned to 


become eastern TV program director for American Broadcasting Co. 


White Rock Moves from K&E to Ellington 


New York, Jan. 30—White Rock Corp. has shifted advertising of 
its beverages from Kenyon & Eckhardt to Ellington & Co., effective 


March 17. 


Chicago Agencies Merge; Other Late News 


e Robertson & Buckley and Clarence M. Gotsch & Associates have 
merged in Chicago at 57 E. Jackson Blvd. as Robertson, Buckley & 
Gotsch. Officers are Homer J. Buckley, board chairman; Scott Robert- 


son, president; Clarence M. Gotsch, 
treasurer, and G. Bob Greene, v.p. 


v.p. and secretary; Marie E. Nyhan, 
The agency has about 30 accounts 


including Hudson Pulp & Paper Corp., Pentron Corp. and Binks Mfg. Co. 


e Robert G. Wilson, formerly with Ruthrauff & Ryan, New York, has 
joined Leo Burnett Co., Chicago, as v.p. and directing head of one of 
the agency’s creative divisions. For the past three years Mr. Wilson 
has been a member of R&R’s executive marketing committee, dealing 


with special creative problems. 


e Peggy Stone, v.p. in charge of 


the New York office of Radio-TV 


Representatives, has been advanced to v.p. and general manager of 
the company’s operations throughout the country. 


e Two Hirshon-Garfield clients will make their bow as TV program 


sponsors next month. U.S. Time 


Corp. will use an early Saturday 


morning film on WNBT, New York, to sell children’s watches. B. G. 


Phillips & Co., investment broker, 
New York. 


will back a newscast over WABD, 


e S. J. Hamilton has joined Dancer-Fitzgerald-Sample, New York, as 
v.p. and account supervisor for Falstaff Brewing Corp. He was for- 
merly with Biow Co. and at one time president and general sales man- 
ager of Hiram Walker Inc., and v.p. and sales manager of National 


Distillers Products Corp. 


e Batten, Barton, Durstine & Osborn has named three v.p.s. They are 
Len Hall of the Cleveland office; Carl Davis, Buffalo, and Roger 
Verran, San Francisco. All are copy chiefs. 


e On Feb. 15 Jerry Stolzoff will leave Foote, Cone & Belding, Chicago, 
where he has been an executive on the Toni account, to join Biow 
Co., New York. Before joining FC&B, Mr. Stolzoff was with Cramer- 
Krasselt Co., Milwaukee, as v.p. in charge of radio and television. 


Harvester Trucks 
to Use IH Emblem 


Cuicaco, Jan. 29—International 
Harvester Co. trucks and truck 
advertising for the first 
this year will Ose the 1H em- 
blem instead of the triple dia- 
mond. 

Ads pointing up the new use of 
the IH emblem and intreducing 
IHC’s new International R-line 
motor trucks started running this 
week. A full-color bleed spread 
appeared in The Saturday Eve- 
ning Post and full-color spreads 
in Automotive News and Trans- 
port Topics. 

Announcement ads also will ap- 
pear in Business Week, in more 
than 100 vocational publications 
and in Capper’s Farmer, Country 
Gentleman, Farm Journal, Farm 
and Ranch, 
Progressive Farmer and Success- 
ful Farming. 


® Cooperative newspaper adver- 


'tising will start Feb. 2 in 1,173 


Council has for ten years conduc- | 


ted a public service campaign for 


ram. 


Briggs Adds Duties 

J. Ackerman Briggs, advertising 
manager of the Los Angeles Mir- 
ror, has added the duties of busi- 
ness manager. 


| 


dailies and 3,028 weeklies. New 
24-sheet poster advertising also 
starts in February with peak em- 
phasis of the expanded outdoor 
program scheduled to break in 
April and May. 

The vocational ads will feature 
many of 1,000 color duplicate b&w 
action pictures taken of the trucks 


during a three-month period near 


Hinsdale, Ill. Supporting the ad- 
vertising is a full-scale publicity 
program, movies, slide films, and 
extensive point of sale material. 
Young & Rubicam is the agency. 


time 


Farmer-Stockman, | 


Court Issues Five 
More Injunctions 
| Against Schwegmann 


| New ORLEANS, Jan. 29—The U.S. 
district court here has issued in- 
junctions restraining Schwegmann 
| Bros. from selling the products of 
\five manufacturers below fair 
trade prices. 

Three of the injunctions—on be- 
half of E. R. Squibb & Sons, Lever 
Bros. Co. and Sterling Drug Co.— 
|are preliminary. Permanent in- 
| Junctions have been issued on be- 

half of Johnson & Johnson and 
| Personal Products Corp. 

| Other suits pending against the 
giant supermarket operator in- 
clude Colgate-Palmolive-Peet Co. 
and Bristol-Myers. The court has 
already granted a permanent in- 
junction prohibiting Schwegmann 
from selling Eli Lilly & Co. prod- 
ucts below fair trade prices. 


Topics Publications Join ABP 


Food Field Reporter and Drug 
Trade News, both published by 
Topics Publishing Co., New York, 
have joined Associated Business 
Publications. The two Topics pub- 
lications boost ABP’s membership 
to a total of 131 publications. All 


have paid, ABC-audited circula- | 


tions. 


Dr. Pepper Pushes Packages 


AA erroneously reported Jan. 
26 that Dr. Pepper would promote 
6, 12 and 24-oz. bottles of its bev- 
erage in 1953. The sentence should 
have read “6, 12 and 24-bottle 
packages.” 


Gravure Group 
Elects Hazel 


Cuicaco, Jan, 30—The Gravure 
Technical Assn., holding its first 
convention in Chicago, this week 
elected John E. Hazel, superin- 
tendent of rotogravure, News Syn- 
dicate Co., New York, president. 
He succeeds Len S. Pinover, In- 
taglio Service Corp., New York. 

Other officers elected at the 
meeting of publishers, agency pro- 
duction men, packagers, printers 
and others concerned with gravure 
production were: Robert Prew, 
Nashua Corp., Nashua, N. H., v.p.; 
Frank Sportelli, International Col- 
or Gravure, New York, and Ed- 
ward S. St. John, Halpin, Keogh & 
St. John, New York, assistant sec- 
retary. 

Most of the two-day convention 
was devoted to panel discussions 
of gravure printing, one of the 
liveliest concerning agency pro- 
duction men’s problems, 


8 John J. Quinn, production man- 
ager of Anderson & Cairns and a 
key figure in the association since 
its formation in 1949, stressed that 
the gravure industry must con- 
stantly make improvements if it, 
like other print media, is to resist 
inroads by broadcast media. 

“Every agency production man 
at this meeting,” he said, is ‘on 
the side of the gravure industry. 
We're interested in print and 
want it to remain a very effective 
means of producing sales for our 
clients.” 

Mr. Quinn, reporting for the 
GTA’s technical committee, said a 
new manual, “Technical Guide for 
the Gravure Industry,” will soon 
be published. This manual de- 
scribes procedures agreed upon by 
craftsmen and management in all 
major production centers. Its pur- 
pose is to provide (1) instruction 
within various plants and (2) a 
basis for standardizing basic pro- 
cedures so that uniform high- 
quality results can be obtained 
throughout the industry. 


Childs Restaurants — 
Offer Two Dinners 


for Price of One 


New York, Jan. 30—Biggest 
dinner bargain in town the week 
of Feb. 9 will be offered by the 
Childs Co., currently marking its 
65th year. Take a guest to dinner 
at any of the chain’s restaurants 
and Childs will pick up the lesser 
check. 

This first in a series of promo- 
tions planned tor 1953 will be 
sparked by seven radio participa- 
tion programs and insertions in all 
New York dailies. The radio plugs 
will start Feb. 2 and carry through 
the week of Feb. 9. Newspaper ads 
will be 300 lines in tabloids and 
500 lines in standard-size papers. 

Childs ran this promotion re- 
cently on a test basis in Providence 
with “sensational” results. Some 
years ago the chain sponsored an 
“all you eat for 60¢” promotion 
which created tremendous traffic. 

Hilton & Riggio is the chain’s 
| agency. 
| 


Elects Walter C. Johnson 


Walter C. Johnson, assistant 
general manager and sales mana- 


ger of WTIC and WTIC-FM, Na- 
tional Broadcasting Co.’s Hartford 
|affiliate, has been elected a sec- 
retary of Travelers Broadcasting 
Service Corp., which operates the 
Hartford station. 


Brown Named Forijoe V. P. 


James F. Brown, formerly an 
account executive with WBBM, 


| Chicago, has been appointed a v.p. 
and general manager in charge 
of the midwestern division of For- 
joe & Co., New York, radio and 
i television station representative. 
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AT NAEA’S BIGGEST MEETING—At left, Hearst Advertising Service’s Herbert Beyea, a perennial attendant 
at NAEA conventions, chats with R. J. Jones of the Portland Oregonian. Center: Those men with hands in 
pocket are Russell Harris of the Buffalo Courier-Express and J. H. Sawyer of Sawyer-Ferguson-Walker Co. 


NAEA Plans All-Out 
Assault on Retailers 


(Continued from Page 1) 
on the line. The ad director of the linage in newspapers was down 
Pittsburgh Post-Gazctte told the 5%—that cost us $30,000,000. The 


| “Last year, general advertising 


|year before, general advertising 
|linage was off 5.9% —another loss 


s “Today we are no longer first|of over $30,000,000. 
among all media in national adver- 


“What is particularly discourag- 


ing is the fact that these losses— 


“And what is far worse—this over $60,000,000 in only two years 
loss of national advertising rev-|—followed close on the heels of a 
enue is pinching our air lines at series of years, when—because of 


| 


the very time when skyrocketing) the growth of radio and television, 
operating costs have us gasping 


| plus the more aggressive selling by 
|magazines—we newspapers seri- 
ously lost ground in our share of 
the national advertisers’ promotion 
| dollar.” 

| 

s Mr. Wyman stated the way to 
‘turn back this tide is wooing on 
the local level. He pointed out 
“that far too many potential news- 
paper schedules are being lost be- 
| cause of the ernotional infatuation 
|of district sales staffs and local 
dealers for TV, radio and maga- 
|zines.” And he added: 

“If every day each man on your 
|staff made only one brief point 
to only one district salesman—or 
jobber—or retailer—-on the superi- 


and throughout Ontario 


RONTO DAILY 


In| the Toronto City Market 
in the Retail Trading Area, 


_ 


than any other daily newspaper! 


% > 
- & 


or value of newspapers as a me- 
dium for national advertisers the 
combined effect would be over- 
whelming.” 


s Mr. Wyman’s admonitions were 
echoed and reechoed. Douglas 
Taylor, of J. P. McKinney & Son, 
New York, called upon the ad 
managers to keep the merchants in 
their towns sold on newspapers as 
a medium. . 

Mr. Taylor, who is presiden 
of the American Assn. of News- 
paper Representatives, admitted it 
is “a real task’? to persuade non- 
newspaper advertisers to switch 
from magazines, broadcasting and 
billboards. He pointed out that the 
people placing this business have 
to be sold not only on newspapers, 
“but on going to their trade and 
admitting they’ve been wrong in 
their plans and their claims of the 
past.” They are very reluctant to 
do this, said Mr. Taylor. 

“But how simple it all becomes,” 
he added, “if by chance 300 or 400 
newspapers should start a back- 
fire from the retail trade wanting 
newspaper advertising!” 

Similarly, Mr. Taylor reported 
that the AANR is going to pay 
more attention to the district man- 
agers and field sales forces of cur- 
rent newspaper users, so that 
“newspaper advertising done by 
the account will be more effective 
because it will have behind it more 
enthusiasm and conviction in the 
minds and hearts of the salesmen.” 


® Expanding on the “sell local” 
theme was Stuart M. Chambers, 
treasurer of the St. Louis Post- 
Dispatch and chairman of the Bu- 
reau of Advertising. Mr. Chambers 
warned the ad managers to be 
alert this year to efforts of other 
media “to chisel and chip away at 
the $2.6 billion- that newspapers 
are receiving from advertisers.” 

Mr. Chambers declared that “the 
job of selling everybody connected 
with the sale and distribution of 
branded merchandise on the im- 
portance of newspapers as a me- 
dium” can only be done by the in- 
dividual papers—not by the Bu- 
reau or by national representa- 
tives. 

He charged that “‘manufacturers’ 
salesmen are continually being in- 
doctrinated with magazine, radio 
and television propaganda, while 
on many vital home fronts the 
newspapers are inactive.” As a 
result, he added, advertisers using 
newspapers are being accused by 
their own sales organizations of 
wasting money. 

“That is just what is taking place 
today,” said Mr. Chambers. “If 
you want specific examples, just 
ask any of the bureau men or your 
own national representative.” 


® Specific examples were given 
by Robert Witte of the Minneapolis 


| Star and Tribune, the youthful 
|president of the Assn. of News- 
| paper Classified Advertising Man- 


agers. 
He noted the recent television 


will be more-—each one an instance 


finally determine advertising 
fully aware of the superiority of 
the newspaper as a national adver- 
tising medium, but who are forced 
to bow into using other media be- 
cause of this pressure device.” 


= Mr. Witte’s talk was one of the 
most impressive given at the con- 
vention. He gave a brief history of 
classified advertising, showing 
how it has grown from 17% of all 
newspaper linage in 1932 to 25% 


Campbell Honored 


Chesser M. Campbell, v.p. of the 
Chicago Tribune, was awarded 
an honorary life 
membership in 
the NAEA at the 
opening luncheon 
of the conven- 
tion. The award 
has only’ been 
given to ]1 men 
in the 43-year 
history of the 
NAEA. 

Mr. Campbell, 
who was unable 
to attend the 
meeting and accept the award in 
person, because of being on vaca- 
tion in Florida, joined the Tribune 
in 1921. He became ad manager in 
1935, treasurer in 1945 and v.p. in 
1951, 

He served on the NAEA board 
of directors for five years and is 
a former Ist v.p. He is ciedited 
with devising the sales plan which 
led to the slogan, “‘All business is 
local.” 

The award was accepted from 
Lou Heindel, Madison Newspapers, 
formerly president of NAEA, by 
W. J. Byrnes, promotion manager 
of the Tribune. 


Chesser Campbell 


in 1952, and he suggested that the 
classified departments could play 
an important part in selling na- 
tional space because of their close 
contact with local sales people. 

“Can it be done?” he asked. 
“Well, as an example, last year 
when ANCAM and the Bureau of 
Advertising cooperated in this type 
of venture, a proposed $1,000,000 
National Assn. of Real Estate 
Board’s network radio kitty was at 
stake. With the bureau working at 
the national level and classified 
people working with each local 
board, the idea of a network radio 
program was quashed. The remain- 
ing half of that story—the bring- 
ing in of that fund to newspapers 
—we hope will be told in the near 
future.” 

Mr. Witte also told how the 
Star and Tribune have retail and 
classified sales personnel each 
making one showing a day of a 
presentation on the superiority of 


newspapers as a national ad me-. 


|dium. He said the Minneapolis 


| papers even have telephone solici- | 


of television or radio or maga-) 
zines being sold upward from the 
lower levels to the top people who) 


schedules—top people who are, 


2, 1953 


With them (from left) are A. F. Colonna, Daily Press, Newport News, Va., and C. M. Snyder and Thurman 
Sallade of the Patriot-Ledger, Quincy, Mass. At right are James Golden, Knoxville Journal (next to wall); 
Frank Addleman, Honolulu Advertiser, and C. G. Erhart of the 


American-News, Aberdeen, S. D. 


must be built, from the ground up.” 

How the newspapers expect to 
put national advertisers on the hot 
seat can be seen graphically in a 
new BofA presentation, “Is Your 
‘Partner’ Working with You?” This 
is a very brief, hard-hitting, 
smartly illustrated booklet de- 
signed for use by newspapers 
among retailers. The booklet opens 
this way: 

“Here you are...working like a dog 
day after day to build sales in this mar- 
ket. ..You’re part of a two-way partner- 
ship. ..You and the manufacturer... 
He makes it...You sell it...a perfect 
working arrangement... .if he works 
with you... 

“But ask yourself...In today’s hard 
selling market...is HE giving YOU the 
kind of help you need?” 


The booklet, which can be easily 
adapted to local markets, then has 
a “biz quiz” for the retailer. He is 
asked to guess how many families 
in his market are reached by the 
Ladies’ Home Journal, Life, The 
Saturday Evening Post and the 
local newspapers. An answer sheet 
is provided next, showing the 
greater penetration of newspapers. 

The BofA reported that the 
booklet was field-tested in 10 cities 
last December and got a wonderful 
reception from retailers. 


® More ammunition of this kind is 
being made available to newspa- 
pers. “How Many Cars? How Many 
Customers?”’—a joint production 
of the NAEA, AANR and BofA— 
was brought out last June for 
showings to auto dealers. It comes 
in both slide and easel versions and 
A. F. Hall, general ad manager of 
the Milwaukee Journal, and others 
told the NAEA convention it 1s 
one of the best promotion pieces 
they have ever seen. 

Ad managers from the Houston 
papers reported that as a result 
of using the auto presentation 
there, the 1953 ad budget of the 
Ford Motor Co. allots 100,000 more 
lines to Houston papers, while 
Ford time on Houston radio sta- 
tions was cut drastically. 

Despite the many other success 
stories reported at the meeting, 
Clark H. Stevens, from the Detroit 
office of Sawyer-Ferguson-Walk- 
er Co., blasted the ad managers for 
being laggard in making use of 
“How Many Cars? How Many 
Customers?” He said that—at the 
most—only 5% of the nation’s 
auto dealers have been shown the 
presentation. 


s Another automotive presenta- 
tion—“Lexington U. S. A.”—was 
unveiled at the NAEA convention. 
This was produced by the BofA 
and is for top-level management. 
It comes in three different versions 
—for General Motors, Ford and 
Chrysler Corp. 

“Lexington U. S. A.” requires 
three slide projectors and three 
| screens to show. In a very effective 
manner—the technical production 
is excellent—it demonstrates how 
| the habits and opinions of people 
‘are molded by their local news- 
paper. It was received enthusiasti- 


cally by the convention. 


debut of Buick Motors and he said tors “working toward the same ® Radio and television got a good 
the H. J. Heinz story is “a similar cause.” In this way, he explained, | deal of scornful attention at the 


tale.’ Mr. Witte commented: 


‘national and local selling are 


NAEA meeting. One speaker de- 


“There are others—and there. joined and being built, “as they | scribed television as “that mythical 
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giant.” Another said of course! 
newspapers could not compete 
with the entertainment value of 
“those TV girls with their blouse- 
ful of goodies,” but he said no 
other medium can deliver an ad- 
vertising message the way news- 
papers do. 

Edward H. Burgeson, director of 
the BofA’s retail department, 
called attention to recent gains in 
local billings made by radio sta- 
tions. He warned that “radio, hurt 
badly by TV and fighting for its 
very existence, will be slugging | 
harder than ever for retail adver- 
tising dollars.” 

The feeling that advertising me- 
dia face a tough, competitive year 
was widespread at the convention. 
One ad manager predicted that 
1953 will see more newspaper 
mergers. Herb Wyman picked as 


spring coat and piano lessons for 
Jane and new porch furniture and | 
some decent china—women want. 
everything, and they want things.” | 


Knott Elected 


Laurence T. Knott, ad di- 
rector of the Chicago Sun- 
Times, is the new president 
of the NAEA. He was elected 
Tuesday to succeed Herbert 
G. Wyman of the Pitfsburgh 
Post-Gazette. 

Donald M. Bernard, ad di- 
rector of the Washington 
Post, and Wilson Condict, ad 
director of the St. Louis 
Globe-Democrat, were 
elected Ist v.p. and 2nd v.p., 
respectively. Mr. Bernard 
was previously 2nd v.p. 
Robert C. Pace, Danville, IIL, 
will continue as secretary- 
treasurer. 


his closing remark to the meeting 
a quote from Paradise Lost: 
“Awake—arise—or be forever 
fallen.” 


® The convention program, under 
the astute generalship of Larry 
“In Chicago, It Takes Two” Knott, 
moved along quickly, despite a 
crowded agenda. 

W. W. Wachtel, president of 
Calvert Distillers Corp., delivered 
the keynote address in his inimi- 
table, “inspirational” manner. He 


urged the ad managers to base 


their pitches on the services they 
offer and to become real merchan- 
dising consultants to their clients. 
He also called for elimination of 
the “just-dropped-in-to-say-hello” 
space salesmen. 


John B. McLaughlin, ad man-| 


ager of Kraft Foods Co., reported 
on the clinics Kraft has been hold- 
ing for supermarket admen and 
how the program has resulted in 
more effective grocery advertising 
(AA, Sept. 15). 


= Charlotte Montgomery, 
columnist, said it’s about time for 


Tide) 


The two luncheon speakers at) 
the convention were Eric Johns- 
ton, president of the Motion Pic- 
ture Assn. of America, and Dr. 
Kenneth McFarland, educational 
consultant to General Motors. 

Mr. Johnston spoke on the im- 
plications of the U. S. assuming 


the importance of foreign trade, 
calling for a general reduction in 
\ariffs and more private invest- 
ment abroad. 

Dr. McFarland deplored the 
weakening of the nation’s moral 
fibre, declaring that our pioneering 
spirit is vanishing and in its place 
is arising the ‘“‘world-owes-me-a- 
living” philosophy. He got an ova- 
tion when he said it would please 
him to see the Soviet Union booted 
out of the United Nations. 

On Monday night the NAEA 
threw a cocktail party and recep- 
tion for more than 200 agency ex- 
ecutives and advertisers. The con- 
vention ran from Monday through 
Wednesday morning. 


KOTV Owners Buy KFMB 


KFMB-TV and KFMB, San 
Diego CBS affiliates, have been 
sold by Kennedy Broadcasting Co. 
to Jack Wrather of Los Angeles 
and Dallas and Helen Alvarez of 
Tulsa. The purchase price was $3,- 
000,000. Mr. Wrather and Miss Al- 
varez are co-owners of KOTV, 
Tulsa. Present personnel and poli- 
cies will be continued. 


Agency Designs Calendar 


Simons-Michelson Co., Detroit 
agency, is the sole designer of “‘The 
Jeweler’s Promotion Calendar.” 
| AA’s story Jan. 14 erroneously 
| gave the impression the book had 

been prepared by a separate com- 
pany. 

| 

Conway Names Stroemer 

Conway Advertising Products 
Co., Chicago, has appointed Ar- 
thur G. Stroemer v.p. In addition 
_ to his display merchandising ac- 


‘tivities, Mr. Stroemer will head 


AT LEFT: Laurence Knott (dark-rim glasses), ad director of the 
Chicago Sun-Times and new president of the Newspaper Ad- 
vertising Executives Assn., with outgoing president Herbert Wy- 
man, ad director of the Pittsburgh Post-Gazette. RIGHT: W. W. 


speakers’ table with 
ington Post (center), 
tising Federation of 


WRGEE BG ty € heaed 


Wachtel (left), president of Calvert Distillers Corp., chats at the 


“ 
. 8 
= | 


Donald Bernard, ad director of the Wash- 
and Elon Borton, president of the Adver- 
America. 


world leadership. He emphasized | @ 


admen to stop writing 
» ing down t0| the agency’s creative lithography 


Women. | division 
“Women’s wants are more tan-| : 


gible than men’s, and it’s through | 
tangible objects that you must ap-| 
peal to women,” she said. “Men 


Barber to Beacon Plastics 


Harry Barber has been ap- 
‘ ointed sales promotion manager 
want peace and security, healthy Beacon Plastics Corp., Newton 
children and a pleasant home at-| Highlands, Mass., manufacturer of 
mosphere. Women want a new plastic housewares. 


om mt ae 
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DeSoto Ad Manager 


Chick Bronson Dies 


Detroit, Jan. 27—Karl H. 
(“Chick”) Bronson, 59, director 
of advertising and sales promotion 
for the De Soto 
division of 
Chrysler Corp., 
died suddenly 
Jan. 22. 

Born in Livo- 
nia, N. Y., Mr. 
Bronson was 
graduated from 
the University of 
Michigan in 1916 
and then served 
with the Army 
during World 
War I. After the war he worked 
briefly in the advertising depart- 
ment of Dodge Bros. Corp., leaving 
in 1919 to take a similar job with 
Packard Motor Car Co. 

Two years later, Mr. Bronson 
moved to Square D Co. as assistant 
advertising manager and later be- 
came advertising manager and 
assistant sales manager. He joined 
De Soto in 1928 when it became a 
Chrysler division, then left in 1931 
to work in advertising posts for 
Graham-Paige and Nash. 

Mr. Bronson rejoined De Soto 


K. H. Bronson 


| ALEX BERGER 


Cuicaco, Jan. 27—Alex Berger, 
69, president of Rapid Printing & 
Publishing Co., died Jan. 24 in his 
home. Mr. Berger, who was born 
in Hungary, 
printing business for 57 years. 


JOEL D. ROSENBLUM 


DENVER, Jan. 27—Joel D. Rosen- 
blum, 47, treasurer and advertis- 
ing director of Shwayder Bros., 
died after a heart attack Jan. 19 
at General Rose Memorial Hospi- 
tal. 

Born in San Francisco, he joined 
Shwayder Bros. 20 years ago. He 
was a member of the Jewish 
+Council Board and the advertising 
and press clubs here. 


Cremo Tries TV for Ist Time 


Cremo Mfg. Co., Philadelphia, 
is planning a test of television as 


|following the 


was active in the 


55 


“Arthur Godfrey 
Show.” It will promote its Cremo 
marshmallow topping and spread. 
Gersh & Kramer, Philadelphia, is 
the agency. 


Whisky Gets Valentine Push 


Schenley Distributors Inc., New 
York, is launching a four-week 
sales and advertising campaign to 
promote Cream of Kentucky 
blended whisky as “a_ sweet- 
heart of a gift” for Valentine’s 
Day. Newspapers, counter cards 
and window displays will be used. 
Grey Advertising Agency handles 
the account. 


U.S. Steel Promotes Ahlfeld 


William J. Ahlfeld has been pro- 
moted to assistant public relations 
director, Chicago district, of United 
States Steel Co. Mr. Ahlfeld joined 
the company in 1949 as a field 
representative. He succeeds Wil- 
liam G. Whyte, who becomes as- 
sistant to the v.p. 


Agency Owner 
young, successful, 
highly creative 


WILL INVEST 


10,000 


or more. With services 
or without. Any type 
business. Furnish facts 
you yourself would 
require for consideration. 


a medium. Beginning some time 
in February the company will be) 
sponsoring a segment of “The, 
Howdy Doody Show” each) 
Wednesday afternoon over WPTZ 
plus a spot over WCAU-TV daily | 


Box 385 
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200 East Illinois St., 
Chicago 11, Ill. 
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in 1935 as advertising director, a 
post he retained until his death. 


ALAN E. PRADT 


RHINELANDER, WIs., Jan. 27—| 
Alan E. Pradt, 53, advertising man- 
ager of Rhinelander Paper Co., 
died suddenly Jan. 23 of a heart 
ailment. 

A graduate of the University of 
Wisconsin, Mr. Pradt joined the 
advertising department of Mara- 
thon Corp., Menasha, Wis., in 1926. 
He moved from Marathon to 
Rhinelander in 1941 as advertis- 
ing manager. | 


| 
| 


WINFIELD H. SIMMONS 


CLEVELAND, Jan. 27—Winfield 
Hall Simmons, 46, account ex- 
ecutive in the Cleveland office of 
McCann-Erickson, died Jan. 25) 
in Lakeside Hospital. | 

Mr. Simmons, who had been | 
with McCann-Erickson for 18) 
years, was graduated from Miami | 
University, Oxford, O., and han-| 
dled the Perfection Stove Co. and | 
Leisy Brewing Co. accounts for 
the agency. 


GEORGE R. SHIPMAN 


/national statistics, died Jan. 22. 


WASHINGTON, Jan. 27—George 


| Raymond Shipman, 42, an analyst 
for the Census Bureau in the of- 


fice of the coordinator of inter-| 


RAY C. McLARTY 
PHILADELPHIA, Jan. 27—Ray C.. 
McLarty, 61, v.p. of Curtis Circu- 
lation Co., subsidiary of Curtis 
Publishing Co., died Jan. 22 after 
|a brief illness. 
| Mr. McLarty joined one of the 
‘Curtis field sales offices in 1915) 
and later became sales manager in 
|the Philadelphia office. He was 
,named a v.p. of the circulation | 
company when it was formed in| 
1946. | 
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Available in all classifications. Three annual distribution 


surveys: 1. Grocery Products (500 Products), 2. Beer, Ale 
and Wine, 3. Tires, Batteries and Accessories. Special dis- 
tribution checks made on request for advertisers. 


VW SALBS CHECKS 
Made before, during or 
campaigns. 


V ROUTE LISTS 


after extended advertising 


Grocer Route List, Druggist Route List, Beer, Ale, Wine Stores 


List, Hardware Stores List, S 


Vf TIE-INS SOLD 


pecial Lists Upon Request. 


Whenever practical, we solicit all available tie-in space for 


advertisers. 


V TRADE BULLETIN 
“Retail Ad-Viser’, 12 page 


monthly, circulation to 3000 


Central Mass. grocery, drug, beverage retailers, wholesalers, 


publicizing our advertisers. 


VY MARKET MAPS AND DATA, SALES TALKS AND PRESENTATIONS 
(film slide, easel), Calls Upon the Trade, Display Photos, 
P.O.S. Material Distribution, Reprints, etc. Complete sales 


promotional service. 


Worcester Telegram-Gazette Circulation: Daily 153,234; Sunday 104,542 


WORCESTER 


OWNERS OF RADIO STATI 


WORCESTER, MASSACHUSETTS 


George F. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


ON WTAG AND WTAG-FM 
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This This 
is is 
interest. HiNTHUSIASM! 


he 


ERICAN WEEKLY 
creates KNTHUS [ASM 


Time and time again, retailers say— 


“When The American Weekly comes out, our merchandise moves!” 


*Enthusiasm is interest raised to a buying pitch} 
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